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free booklets 
for advertisers inter- 
ested in business films 


This coupon will bring you—free—three booklets you should 
have. They give facts and ideas on reaching the most 
sought-after film audiences. Your new knowledge will 
help you plan your film objective. Will sharpen your judg- 
ment. Will help you run your film program successfully. 
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MODERN TALKING PICTURE SERVICE. wC 





How TV stations use business 
sponsored films is a survey of 529 TV film 


directors. Tells time lengths and subject matter they pre- 
fer ... time they give to business films ... what hours... 
why they reject some . . . verbatim comments on handling 
commercial content, production quality and distribution. 
16 pages, illustrated with stills from successful films. 


The teen-age market gives facts and charac- 
teristics about teen-agers . . . why industry is interested 
... Where to reach teens with films . . . their reactions... . 
methods and motives of successful companies. 16 pages, 
humorously illustrated. 


The opportunity for sponsored films 
describes the three channels of film distribution all com- 
panies must use... weighs merits of each... tells when 
you should use each one .. . cites successful programs. 16 
pages, illustrated. 





Marketing Dept. 3 East 54th Street, New York 22 


You are not obligating yourself in any way. 
No salesman will call unless you request. 
Name 

Title 
Company 
Street 

City & State 
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looking ahead 


20 West End Ave. (60th St.) » New York 23, N.Y. + Circle 7-6110 
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producers of distinguished motion pictures for 
industry and television for over 35 years 





Cr! Ch develops film without directional effects 


rR 


This is a close-up of black-and-white 
film being spray developed at CFI. 
This processing method 

eliminates directional effects. 





Chief Engineer Ed Reichard, 

with CFI Hollywood for 25 years, 
shows a spray machine in operation. 
Both the Hollywood and New York 
laboratories of CFI are 

equipped with these machines. 
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CONSOLIDATED FILM INDUSTRIES 
959 Seward Street, Hollywood 38, California 
HOllywood 9-1441 

521 West 57th Street, New York 19, New York 
Circle 6-0210 











Communications for Business 


CHICAGO 
DETROIT 
NEW YORK 


CLEVELAND 


Investment Bankers Association of America wanted an inexpensive motion picture that 
would tell a story of financial success without selling any specific service or promoting 
any financial institution. Using one of a series of anecdotes from the late George S. Clayton 
book, “The Richest Man in Babylon” as a basis for the scenario and combining clever art 
drawings and camera techniques, Wilding created a limited animation film in color that 
dramatically meets all of IBA’s specifications. Although “The Richest Man in Babylon” is 
ostensibly non-commercial, its viewers for many years to come will think well of IBA for 
this entertaining, informative and persuasive message from which all—teenagers and adults 


alike—may learn and benefit. 


WILDING PICTURE PRODUCTIONS, INC. 


CINCINNATI 
PITTSBURGH 
TWIN CITIES 


LOS ANGELES 


first in Communications for Fusiness 





























PICTURES 
CHANGE », 


AUTOMATICALLY 


Pictures change automatically, always on cue, 
when you use the DuKane Micromatic 
sound slidefilm projector for selling or for 
training. No beeps, clicks, or bongs . . . film 
advance is triggered by a silent 30/50 cycle 
impulse cut right into the record. No film 
rewinding — DuKane’s ‘“‘Redi-Wind”’ does it 
for you, automatically! Built-in ‘“‘shadow-box”’ 
screen, plus plenty of power for big-screen 
projection. 


also from D uKkaw EE 


dynamic salesmanship 
in an attaché case 



























Unique DuKane Flip-Top puts 
dramatic har«-sell power in a 13-lb. 
package! Ideal for desk-side 
presentations. No set-up fuss, no 
room darkening. Startling clarity in 
color or black-and-white filmstrip, 
plus top voice fidelity. 


For a demonstration at your own desk, write or wire 


DuKane Corporation, Dept. BS-128a, St. Charies, Illinois 


tam interested in learning more about OuKane sound slidetiim projectors, 
particularly the Fliptop the Micromatic 


NAME 
COMPANY 


ADDRESS 
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Behind the Screen 


ry\wo FOREMOST AMERICAN 
l companies, whose corporate 
good citizenship has been exempli- 
fied in their film programs over the 
past half-dozen years, are “fea- 
tured attractions” in this month’s 
issue. The Champion Paper & 
Fibre Company story begins on 
page 31 and it is our fervent hope 
that it continues through the years 
to provide America with more 
thought-provoking films. 

Sears, Roebuck & Company, 
giant among retailers and a leader 
in international trade deve!opment, 
has utilized films for decades but 
the “new Sears” story actually be- 
gan in 1950 with its first major film 
series titled The Story of Sears in 
America. From page 46 on we 





Meet William F. Hedden, adver- 
tising manager of the Prudential 


Insurance Company . 
his films on page 50. 


.. read about 


offer a report in depth on what 
Sears is doing in the film medium. 

The award-winning television 
series of the Prudential Insurance 
Company, The Twentieth Century, 
has gone on into a nationally popu- 
lar 16mm film program. A Busi- 
NESS SCREEN report on the school 
and community aspects of this doc- 
umentary film series appears on 
page 50. 

Science and technology are well 
represented with “space age” re- 
ports on excellent new films out 
of Autonetics, the Martin Com- 
pany (see pages 44-45) and a 
fine visual report on modern in- 
dustrial research, the new Ford film 
An Equation for Progress. Meet 
Dr. Andrew A. Kucher, Ford vice- 








Texaco’s fine film “Bees for Hire” 
won three trophies at a First Inter- 
national Festival of Films on Bee- 
keeping, held in Rome last Sep- 


tember. Admiring a gold medal 
given by President of Italy are J. 
M. Gregory (right) sales promotion 
manager of the Texas Company, 
with producer-director Les Ben- 
netts of Audio Productions who 
made the prize-winning entry. 


president in charge of Engineering 
and Research on page 51 and read 
his definition of P ~ K + U. 
There’s also a report on the film- 
ing of the first U.S. nuclear-power- 
ed merchant ship, Savannah (page 
56). 

The New York Stock Exchange 
and the Investment Bankers Asso- 
ciation are other film sponsors 
whose new offerings are described 
on page 54. And since this is 
Dynamic Films’ 10th anniversary, 
we thought you ought to meet the 
men behind the scenes . . . see 
page 52! Happy New Year! La 


Below: Judd L. Pollock (right) 
president of MPO Productions, 
Inc. gets briefing on the experi- 
mental vehicle Glideair from Dr. 
Andrew Kucher, Ford vice-presi- 
dent, Engineering and Research. 
(see page 51). 
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The Case in Point: 


DOCUMENTATION 


The Problem: How to produce a 
film record of an annual automobile 
contest so that dramatic interest and 
variety will be maintained year after 


year. 


The Films: A series of half-hour 
documentaries on the Mobilgas 
Economy Run for General Petroleum 


Corporation. 





The Mobilgas Economy Run is an auto 


mobile contest in which the winner is judged, not 
by speed, but by the amount of gas consumed 
over a grueling 5-day course 

Filming this unique event ImMpos Ss many 
problems involving multiple camera crews leap 
frogging each other at pre-determined intervals 
in order to fully cover the color and drama of 
this exciting event. It is also necessary to find a 
fresh story treatment for each film in the series 
so that each individual film, though similar in 
nature to those before it, is truly a new and excit 
ing motion picture salesman for the motoring pub 
lic who are the target audiences 

It is a matter of pride to us that, sinc 
1951, all of the Mobilgas Economy Run films 


have borne the familiar credit line 
Cd 
Produced by . M\ H liyu 


1521 cross roads of the world 
hollywood 28, california 
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THE EDITORS OF BUSINESS SCREEN 


proudly announce the 


Oth 


PRODUCTION 
REVIEW-1959 


The authoritative Buyer’s Guide 
to all the qualified producers of 
business and television films in 
the U. S., 


wide. Completely cross-indexed 


Canada and world- 


for easy reference use; a “Who's 
Who” of the industry. Publish- 
ing a major edition in 


FEBRUARY + 1959 


BUSINESS SCREEN 


New York «+ Chicago + Hollywood 











{ MAKE YOUR NEXT BIG MEETING 
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WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
AT WILL BY REMOTE CONTROL 

WITH THE NEW GENARCO 3,000 
WATT SLIDE PROJECTOR WITH THE 
ELECTRIC SLIDE CHANGER\FOR 70 
SLIDES. GET ILLUSTRATED 

LITERATURE BY f=! 
RETURN MAIL FROM: [~ 








GENARCO INC. 


97-08 SUTPHIN BLVD., JAMAICA, N. Y. 
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byron. 


1226 Wisconsin Ave., N.W. 
Washington 7, D.C. * FE 3-4000 


1226 East Colonial Drive 
Orlando, Florida * CH 1-4161 
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is the 
sincerest 


form of 
flattery 


and flattered we are that other laboratories 


sometimes use our registered trademark 


color-correct' 


as an industry standard to mean the 


finest quality in color duplicating. 


color-correct’ 


is owned by Byron, Inc., and is registered 
in the United States Patent Office under 
Trademark No. 575058. By law, we are 
required to protect our trademark by 
defending against all improper uses and 


infringements. So when these two words 


color-correct’ 


are used together in reference to motion 
picture film, they apply to our registered 
process only —for only Byron has the 
right to use this term — only Byron can 


deliver color-correct prints. 





When you produce your next slide 


wee -« 
fas 


film, 


remember... ROA VICTOR SOUND 


makes the picture complete! 


> Beh,” es 
~*~ © . 
‘ " 
RCA Victor Custom Recording covers more ground — faster — 
than any other service of its kind. Our engineers’ superior skill, 
reinforced by years of experience and the most up-to-date tech- 


niques and equipment, makes RCA Victor the constant leader 
in the field. 


RCA Victor also supplies the most extensive library of musical 
selections for slide films — at no extra cost. First quality record- 
ing, careful handling, and fast delivery go hand-in-hand with 
every order. ’ 


Have RCA Victor Custom Record Sales provide you with its 


o By 


famous “one-stop” service — recording, editing, pressing, and 
shipping — for greater quality, economy, and results! 


RCA VICTOR CUSTOM RECORD SALES kh) 


New York 10, 155 East 24th St. 

Chicago 11, 445 N. Lake Shore Drive 
Hollywood 38, 1016 N. Sycamore Ave. OLdfield 4-1660 
Nashville 3, 1525 McGavock St. ALpine 5-6691 
In Canada, call Record Department, RCA Victor Company, Ltd., 225 
Mutual Street, Toronto, Ontario. For information concerning other foreign 


countries, write or phone RCA International Division, 30 Rockefeller Plaza, 
New York 20, N. Y.—JU 6-2800. 


MUrray Hill 9-7200 
WHitehall 45-3215 
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SIGHT & SOUND 


Telefrance, Inc. to Promote 
Sarrut Commercials in U.S. 

vw Telefrance, Inc., a new cor- 
poration holding the U.S. franchise 
for filmed television commercials 
made by Andre Sarrut and his 
firm La Comete, Neuilly-Sur-Seine, 
France, has been formed as a 
subsidiary of Fred A. Niles Pro- 
ductions, Inc., Chicago. 

Niles will be president of Tele- 
france, with Marvin Frank, presi- 
dent of W. B. Doner Advertising, 
as treasurer and Aaron Cushman, 
president of Aaron D. Cushman 
and Associates, as secretary. 

Sarrut is founder, president and 
general director of Les Gemeaux, 
S.A., producers of animated car- 
toons, and manager of La Comete, 
specialists in the production of 
advertising and informational 
films. The two companies have 
received over 35 awards and cita- 
tions at film festivals in Cannes, 
Venice, Paris, Milan and Monte 
Carlo. 

La Comete reportedly exports 
about 65% of its total production 
and has tv film affiliations in Eng- 
land, Italy and Canada. 

While Telefrance commercials 
will be produced in France, Niles 
said that Sarrut understands the 
American market, having worked 
with American advertising agencies 
for the past ten years in the crea- 
tion of special tv films. Ve 
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“Energetically Yours’’ Honored 
At San Francisco Festival 

vv Energetically Yours, Standard 
Oil of New Jersey’s sprightly 13- 
minute color cartoon on mankind 
and energy produced by Transfilm 
Incorporated, has added still 
another award to its long list of 
prizes in national and international 
film competitions. Latest honor is 
a Golden Gate Award from the 
San Francisco International Film 
Festival, held October 30 to No- 
vember 11. 

The film was the only business- 
sponsored picture honored at the 
festival, and one of two American 
entries that won awards. Previ- 
ously it had won five national and 
international citations, including 
Venice and Edinburgh, and was 
screened regularly in the US. 
Pavilion at the Brussels World’s 
Fair. 

It is available to community 
groups, schools, business organiza- 
tions and tv stations on free-loan 
through Standard Oil Company 
(N.J.), Room 1610, 30 Rockefel- 
ler Plaza, New York 20. ay 
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until 
you 
Call 





has one of the largest supplies of motion picture, tv and industrial 
lighting, grip equipment and props in the East. Everything from Brutes and Inkies to sleek DC 
Generators in 1600, 1000, 700, 300 and 200 AMP. sizes are available at a moment’s notice. 
Don’t start shooting until you call 


Wh 


Send for @ schedule of rentol ots. RENTALS -SALES -SERVICE 
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United. 


16mm COLOR PRINTS! 


Color Reproduction Company has been specializing exclusively in 16mm Color 
Printing for over 19 years. Color Reproduction Company’s entire facilities are 
devoted exclusively to 16mm color film. This specialization is the reason Color 
Reproduction Company has earned a reputation for guaranteed quality which is the 
Standard of the 16mm Motion Picture Industry. Specialists always do the finest 
work. See what the technical know-how and production skills of 16mm color spe- 
cialists can do for your 16mm color prints! Send your next 16mm color print order 


to Color Reproduction Company! 





RAP RODUCTION COMPANY 


Telephone: OLdfield 4-8010 





7936 Santa Monica Blvd., Hollywood 46, California 
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1959 Advertising Film Festival 
Set for June 9-13 at Cannes 


vx The 6th International Adver- 
tising Film Festival will be held 
from June 9 to 13, 1959, inclusive, 
at Cannes, France. Decision to 
return the 1959 festival to Cannes, 
and to move the dates forward 
from September to June, was made 
at a recent joint meeting of the 
Executive Councils of Internation- 
al Screen Advertising Services and 
International Screen Publicity As- 
sociation in Paris. 

The two associations again will 
assume joint responsibility for the 
organization of next year’s Fes- 
tival. 

Moving the Festival dates for- 
ward, the joint Councils believe, 
and arranging them so that they 
do not involve a week-end, will 
facilitate the operation of the 1959 
event. Details regarding Festival 
arrangements will be given later. & 
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Hemmig to Head Film Work 
At Air Agency’s Test Center 
vv Robert H. Hemmig has been 
appointed Chief, Photography and 
Optical Recording, top photo- 
graphic post at the National Avia- 
tion Facilities Experiment Center, 
Atlantic City, N. J. 

In his new assignment, Hemmig 
will head all motion picture and 
film work in support of the pro- 
gram to test and evaluate tech- 
niques and equipments to be used 
in modernizing the nation’s air- 
ways. Until recently he has been 
motion picture chief for the Air 
Force’s Air Research and Devel- 
opment Command. 

Before his work with ARDC, 
Hemmig was motion picture assist- 
ant supervisor for Convair in San 
Diego, Calif., and earlier owned 
and operated Bob Hemmig Pro- 
ductions, Santa Barbara, Calif., 
producing theatrical and tv films. 

At Convair, Hemmig directed 
the motion picture end of the 
F-102/F-106 jet program, the 
Navy’s Tradewind project, the 
SeaDart project, and Pogo, the 
vertical take-off, turbo-prop 
project. ye 

* oo 

Medical Film Wins a First 

at Urological Film Congress 

v% A medical motion picture pro- 
duced at Chicago Wesley Memo- 
rial Hospital was awarded first 
prize in the teaching category at 
the recent International Congress 
of Urological Films at Brussels, 
Belgium. The film, Urethral Cath- 
eters, is designed for teaching use 
by medical schools and hospitals. 
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Educational pictures (that is, teaching films) need not be 
preaching films. When they seem to be, they seem to miss 
the mark. On the other hand, a good many, good educa- 
tional films turn over the soil, plant the seeds, cultivate 
the crop and enable educators to reap a harvest. You can 
bring a lot out of the good earth. You can bring a lot out 
of eager minds. The methods are identical. There is excite- 


ment in learning when it’s learning, and not being taught. 
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Pictu res 


by 


Audio... 


Among our clients: 


American Telephone & 
Telegraph Co. 


Babcock & Wilcox Co. 
Carborundum Company 


Cast [ron Pipe Research 


National Board of Fire 
Underwriters 


National Cancer Institute 
Pennsylvania Railroad 


Sharp & Dohme 





PUBLIC RELATIONS: TRAINING:> TECHNICAL> MEDICAL: FARM... anc 


Association 


























E. R. Squibb & Sons 


oe 
en E. 1. du Pont de Nemours ey, 
Ge & Company oe 





ant 
as 


Union Carbide & Carbon 


Corporation 


U. S. Navy 





Ethyl Corporation 





Ford Motor Company 
General Motors Corp. 
McGraw-Hill Book Co. 
Merck & Co., Inc. 


Virginia-Carolina 
Chemical Corp. 


Western Electric Co. 


—and many, many others 
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send Audio Productions, inc. 

. 

o FILM CENTER BUILDING + 630 NINTH AVENUE NEW YORK 36, WN. SY. 
TELEPHONE PLaza 7-0760 


Bishi te 


P. J. Mooney, Secretary & Treasurer 


Frank K. Speidell, President 
Producer-Directors: L. S. Bennetts 

Alexander Gansell 
Sheldon Nemeyer 








Herman Roessle, Vice President 


H. E. Mandell 
Harold R. Lipman 


Earl Peirce 
Erwin Scharf 


Sales Manager: 








the billion dollar question: 


how 
can you 
increase 

sales? 





THE INEXPENSIVE ANSWER 


Through a sales and 
product training 
program that will teach 
salesmen how to 


present a favorable 
company image 


~ 


put into action principles 
of good salesmanship 


w 


tell a convincing product 
story 


4. get the order by asking 
for it 
Fred Niles Productions 
custom-tailors 
successful sales and 
product training 
programs to fit your 
budget and your needs 





For further information 
without obligation, call 


FRED A. NILES 
PRODUCTIONS, INC 





1058 W. WASHINGTON 
CHICAGO 7, ILL. 
SEELEY 8-418! 









Worldwide Role of Films and Television Is Theme 
of SMPTE’s 85th Convention at Miami Next May 


Progress in motion pictures and 
television as instruments of inter- 
national communications will be 
the focal point of discussions at 
the 85th Semi-Annual Convention 
of the Society of Motion Picture 
and Television Engineers, to be 
held May 4-8, 1959 at the Hotel 
Fontainebleau in Miami, Florida. 

The SMPTE is planning a con- 
vention program to include many 
topics in support of the overall 
theme of “Films and Television 
for International Communica- 
tions.” 

In line with the convention 
theme, an important feature of the 
meeting will be an International 
Equipment Exhibit at which pro- 
fessional motion picture and tele- 
vision equipment manufacturers 
and distributors from all over the 
world will be invited to show their 
latest products. 

Program chairman for the en- 
tire convention will be Garland C. 
Misener, Capital Film Labs, Inc., 
Washington, D. C. Assisting him 
will be C. Henderson Beal, Direc- 
tor of Motion Pictures, University 
of Miami. 

Topic chairmen for the meeting 
and the topics for which they will 
select papers and demonstrations 
for presentation at the convention 
sessions include: 

Dr. Sydney W. Head, Radio- 
rV Film Department, University 
of Miami, “Audio-Visual Com- 
munications’; Dr. John _ Storr, 
University of Miami Marine Lab, 
“Cinematography”; Lincoln L. 
Endelman, flight test engineer, 
Convair Astronautics, Cocoa 
Beach, Fla., assisted by Gaver M. 
Powers, “High-Speed and Instru- 
mentation Photography.” 

Harold Jones, Professional Mo- 
tion Picture Department, Ansco, 
Binghamton, 
Practice”; Max G. Kosarin, Serv- 
ice Division, Army Pictorial Cen- 
ter, Long Island City, N.Y., “Mul- 
tilingual Films”; Boyce Nemec, 
Reevesound, Inc., Long Island 
City, “Sound Recording and Re- 
production”; Philip M. Cowett, 
electrical engineer, U. S. Navy, 
Washington, “Standards and Stan- 
dardization.” 

George H. Gill, Century Light- 
ing, Inc., North Miami, Fla., 
“Studio Lighting and Practices”; 
Glenn H. Dorsey, sound and 
lab engineer, Miami, “Television 
Broadcast and International Facil- 
ities”; Peter Keene, Screen Gems, 


N.Y., “Laboratory” 


Inc., New York City, “Television 
Film Techniques”; John L. Kou- 
shouris, CBS-TV, New York City, 
“Television Recording”; and Willy 
Borberg, General Precision Lab- 
oratory, Pleasantville, N.Y., “The- 
atres and Projection.” 

SMPTE’S convention theme re- 
flects the society’s interest in fur- 
thering international communica- 
tions as a vehicle in bringing to- 
gether the people of the world in 
closer understanding and har- 
mony, and in making more diffi- 
cult the imposition and mainte- 
nance of artificial political curtains. 


* ae 


Health Groups to Unify A-V 
Aids vs. New Germ Threat 

* Coordination of audio-visual 
programs in the field of staphylo- 
coccus control is the aim of a new 
committee created by six major 
health organizations. 

To be known as the Interagency 
Committee for Training Aids on 
Staphylococcal Disease, the com- 
mittee will act as a clearing house 
for the exchange of information 
regarding audio-visual and other 
training materials which are pres- 
ently available or in production. 

The forming groups include: 
American Academy of Pediatrics, 


American College of Surgeons, 
American Hospital Association, 
American Medical Association, 


American Nurses Association, and 
the Communicable Disease Cen- 
ter of the U.S. Department of 
Health, Education and Welfare. 

The new committee was formed 
to meet the growing need for 
educational aids to supplement the 
over-all national program to con- 
trol staphylococcus in hospitals. 
This problem has become very 
serious since the appearance of the 
antibiotic-resistant strain (aureus) 
of the bacterium. 

According to Ralph P. Creer, 
director of medical motion pic- 
tures and television for American 
Medical Association, and chair- 
man of the new committee, the 
group will review immediately all 
existing training aids, and will co- 
ordinate the production, distribu- 
tion and utilization of future audio- 
visual materials. 

The committee hopes in this 
way to avoid duplication of train- 
ing aids and to encourage produc- 
tion of the best possible material to 
orient both professional and sub- 
professional groups to the growing 
staphylococcus problem. ae 
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THE MYTH 
OF PRICE 
RESISTANCE 





For the average salesman nothing is 


more real — or more troublesome — 
than price resistance. 

How many times has a salesman of 
yours said: ‘‘l could sell more if only 


our prices were lower!!"’ 


Yet he’s wrong, dead wrong. 

He believes a myth. A myth that sales 
are lost because his price is toc high. 
Price is never the sole factor in a 
turn-down. 

We know it . . . you know it. If only 
he knew it. 


Yet he can when he realizes that 
price is relative to value. Dispel the 


myth of price resistance with: 
“PRIDE IN PRICE” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


Write for Details on 
Obtaining a Preview 





Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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Critical moment in test of liquid propellant rocket engine is recorded by these fast moving instruments being filmed 
by Rocketdyne Film Unit. Rocketdyne is the largest manufacturer of liquid propellant rocket engines in the Free World 


ROCKETDYNE FILMS ROCKET ENGINE TESTS 


WITH MITCHELL CAMERAS 


Advanced Research Films Plus Top Industrial Features Filmed by 21-Man Unit 


The Motion Picture Unit at Rocketdyne, a division of North American 
Aviation, Inc., employs both 16mm and 35mm Mitchell cameras to accu- 
rately record testing of power plants for the Air Force Thor IRBM and 
Atlas ICBM missiles, and the Army’s Redstone medium range and 
Jupiter IRBM weapons. 

Camera dependability is of critical concern where months of preparation 
go into each test, and retakes are impossible. Mitchell cameras assure 
uniform excellence of highest film quality and trouble-free operation 
that no other camera can match. 

Other Rocketdyne films, like the full-length prize winning documentary 
“Road to the Stars,” demand extreme camera flexibility. Special Report 
films, for example, involve interior shots of plant and production lines 
which normally would require prohibitively expensive lighting. Mitchell 
cameras, with their 235 degree shutters, do this job easily with a mini- 
mum of lighting equipment. 

To obtain information on the world’s finest motion picture cameras 
write today on your letterhead. Please specify your interest in literature 
on the Mitchell 16mm camera—or the 35mm camera. 





Scene from “Road to the Stars,” which won Camera requires great flexibility from long 
the top award in the Industrial Film Produc- range to close-ups like this which shows the 
ers Association competition, shows camera Mitchell shooting a precise view of panel 
unit in plant with Mitchell on track-mounted operations in the recording center during a 
dolly. Producer-Director was Bill Adams. test. 





85% of Professional Motion Pictures shown throughout the World are Filmed with Mitchell Cameras 





Precision Test Firing of Rocket Engine at Rocketdyne’s Pro 
pulsion Field Laboratory is recorded by Mitchel! Camera in 
remote 1600 acre test area in Santa Susana Mountains 
California 







CORPORATION 


666 WEST HARVARD STREET 
3 GLENDALE 4.CALIFORNIA 


Cable Address MITCAMCO 
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COMMUNICATION IN A SPACE AGE 


The Challenge: to Help Training and Education 


Keep Pace with Today's Technological Advances 


HE FIELD of business com- 

munications today faces what 
I believe is its greatest opportunity 
and its greatest challenge. In the 
years immediately ahead, those of 
us who produce motion pictures, 
slidefilms, stage shows and graphic 
arts presentations for industry will 
be called upon to play one of the 
leading roles in familiarizing key 
groups in our society with the great 
technological advances now accom- 
plished but not yet translated into 
our everyday lives. 

Perhaps before you read this 
the United States will open the 
newest frontier—outer space—still 
wider by placing a missile in orbit 
around the moon. The day it hap- 
pens will evoke no visible change. 
We will drive to work in our same 
cars, sit at the same desks and 
lunch at the same restaurants. The 
day of change, however, will cer- 
tainly come. 

Call it what you will—the Age 
of Automation, the Nuclear Age, 
the Space Age—it will be all these 
and more. It will be an age of 
great progress, resulting in count- 
less new ideas or new meanings of 
old ideas which must be dissem- 
inated through the words and pic- 
tures of our communications me- 
dia, from the simplest pamphlet 
to the most elaborate company 
motion picture. 

What all this will mean in terms 
of increased dollar volume of our 
business, I hesitate to say for fear 
of under-statement. I am simply 
convinced that all the tools of 
business communication—motion 
pictures, slidefilms, the sales meet- 
ings show or other stage show, and 
the graphic arts—will take on new 
importance and be ever more 
widely utilized. 

The training of experienced as 
well as new workers in the manu- 
facturing of many radically new 
products is one area in which the 
producer of business communica- 
tions will carry a major responsi- 
bility. Equally important will be 
the training of people who must 
sell these new products. 

We can also expect to play a 
major role in helping society in 
general adjust to a new and far 
more complex civilization than we 
now know. One goal will be to 
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help our adult society catch up 
with the younger generation which 
today plays spaceman as readily as 
we once played cowboys and In- 
dians. 

Of course, I do not mean that 
this new business is going to 
come to us automatically. It will 
always be the responsibility of our 
creative sales and marketing peo- 
ple to research and analyze a giv- 


en problem, reduce it to certain 
definitions, and then recommend 
the shortest and most communi- 
Cative voute to a solution. 

More and more decisions will 
be made determining the manner 
in which people communicate 
Only the tools of business 
communications with programs 
planned by experts and produced 
by professionals, will be equal to 
the many assignments. In the case 
of the training film, for instance, 
even its physical advantages will 
be more important in a fast mov- 
ing world. Multiplied by dozens 
and even hundreds of reprints, the 
films can be shipped speedily and 
screened at little expense wherever 
and whenever they are needed. As 
one technological advance follows 


ideas. 





another, the training—and retrain- 
ing—process will demand teach- 
ing efficiency which only the visual 
media can deliver. 

Even if we look at the future 
only in terms of the present—dis- 
regarding the sociological events 
ahead—it is easy to visualize an 
increasing need for our services. 
For instance, business people gen- 
erally are agreed that out of our 





economic system has now evolved 
a new science—salesmanship. The 


need for professional salesman- 
ship certainly became apparent 
during the recession. More than 


ever before, we now realize that 
the best answer to a business slump 
is for more people to sell more 
products. The need for production 
services and employment logically 
follows. 

I said at the outset that the 
business of communications for 
industry not only faces a great op- 
portunity but a great challenge. 
The challenge, of course, is to do 
our job well, as it always has 
been. In the years ahead, how- 
ever, this challenge will loom even 
larger. New problems involved in 
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by James A. Kellock 


—Vice President and Gen- 
eral Manager of Wilding Pic- 
ture Productions, Inc. He 
writes from the experience of 
his 28 years of recognized 
leadership in this field. 


living in an advanced technologi- 
cal society will arise in education, 
health, safety and in just plain ex- 
isting. We must be exceptionally 
original and creative if we are 
to help find answers to these 
problems. 

Having the answers, we must 
be equally effective in presenting 
them to those individuals and 
groups involved in the problem. It 
becomes increasingly apparent 
that the total concept of Com- 
munications for Business as we 
have developed it and practice 
it—involving research, analysis, 
planning, production and follow- 
up—will surpass anything we have 
known previously in accomplish- 
ing this goal. ee 

* = * 
Films Will Help USIA Tell 
Lincoln’s Story to the World 
ve Special overseas showings of 
motion pictures with a Lincoln 
theme are being planned by the 
U. S. Information Agency as an 
important part of its year-long ef- 
fort to re-acquaint the world, on 
the 150th anniversary of his birth, 
with the life and accomplishments 
of Abraham Lincoln. 

All media, from cartoon books 
to tape recordings of the Amer- 
ican National Theatre and Acad- 
emy’s prize-winning production of 
Abe Lincoln in Illinois, will be 
used by USIA in a major develop- 
ment of the Lincoln theme. 

Other audio-visual media in the 
USIA’s program will include ma- 
terial on Lincoln for use by over- 
seas tv stations, and lecture mate- 
rials with color slides. et 
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MAGNETIC OR 
OPTICAL SOUND PRINTS 
by DU ART 


made from your magnetic striped material 

to bring you lower production and laboratory 
costs with superior sound quality 
* Send For Technical Bulletin =6 
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(a subsidiary of Du Art Film Labs., Inc.) 
245 West 55th St., New York 19, N. Y. « PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Lid. « 2000 Northcliff Avenue, Montreal, Canada 
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GET MORE FOR YOUR PROJECTOR DOLLAR 


If the high cost of 16mm arc projectors is forcing you to 
“make do” with an auditorium-type incandescent — you 
owe it to yourself to consider the Victor 1600 Arc. It 
delivers a full 1600 lumens of light on the screen at 30 
amps with Mark II Shutter- 
of any incandescent - 


more than three times that 
yet it’s still easier on your budget 
than other 16mm arcs. It incorporates all advanced 
Victor projector features and a powerful 25-watt am- 
plifier. The 1600 Arc runs for a full hour on one set of 
carbons, does not require a special projection booth, and 
is the only arc projector made with 3-case portability. 





SEND FOR PREE LITERATURE ON VICTOR 





“VICTOR SOVEREIGN 25 


VICTOR MODELS FOR 
SMALLER AUDIENCES 
OFFER QUALITY FEATURES 
FOUND ON THE 1600 ARC 


VICTOR ASSEMBLY 10> 


SPECIFICATIONS: 

Selenium Rectifier has top-mounted controls, swing- 
out legs, built-in tilt lock, is blower cooled. Also serves 
as base for projector. 

Speaker case houses 12" bass reflex speaker and is 
carrying case for 25-watt amplifier-projector unit. 

Lamphouse has built-in ammeter with motor rheostat, 
automatic carbon feed, external arc position marker. 

Compare the Victor 1600 Arc side by side with any 
other 16mm arc and see for yourself how much more you 
get for your projector dollar. 





1600 ARC AND OTHER VICTOR A-V PRODUCTS 





A DIVISION OF KALART 


PLAINVILLE, CONNECTICUT 





VICTOR ANIMATOGRAPH CORPORATION « EST. 1910 
— oe —_—_ 


Producers of precision photographic and A-V equipment 
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19th NAVA Convention Dates 
Are July 25-28 in Chicago 

vy The 19th annual National Au- 
dio-Visual Convention and Ex- 
hibit will be held July 25 through 
28, 1959, at the Morrison Hotel, 
Chicago, it is announced by Don 
White, executive vice-president of 
National Audio-Visual Associa- 
tion, sponsor of the annual event. 

Attendance at the 1958 NAVA 
convention was about 2,400 per- 
sons. Increased interest in and 
use of a-v equipment resulting 
from passage of the National De- 
fense Education Act will make the 
1959 NAVA convention more im- 
portant than ever, Mr. White says. 

Six different associations, whose 
members purchase and use audio- 
visual materials and equipment in 
such varied fields as industry, 
church, agriculture, medicine and 
education, will meet in conjunc- 
tion with the convention so their 
members can attend the equipment 
exhibits on the hotel’s first floor 
and mezzanine. 

Additional information may be 
obtained from National Audio- 
Visual Association, Inc., Fairfax, 
Virginia. a 

* * * 
3rd Medical Film Workshop 
Scheduled for March 16-18 

March 16 through 18, 1959, 
are the dates selected for the 
Third Medical Motion Picture 
Workshop, sponsored by the Vete- 
rans Administration and presented 
by The Calvin Company on its 
Kansas City sound stages. 

Devoted to an analysis of the 
process of producing motion pic- 
tures in the medical and allied 
fields, Workshop sessions during 
the three days will include screen 
illustrations, displays, and talks by 
leading medical film producers and 
film-using organizations. 

The fee of $100 will include all 
Workshop sessions and the ban- 
quet. Further information may 
be obtained by writing Medical 
Workshop, The Calvin Company, 
1105 Truman Road, Kansas City 
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Write for FREE type chart 
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KODACHROME PROCESSING 
(Reversal Color Print) 


In 1950 The Calvin Company became the first company to process Koda- 
chrome outside The Kodak Company. The machine was built to process 
16mm release prints. Since that time processes have been changed 
several times and each time equipment has been brought up to date. 
Today the process is known as color reversal print stock (type 
5269). We feel this extra experience in color is of value to you in 
supplying you better color prints. There are reasons why we went 
into color processing early, suchas: 


1. Better service: Prints don't have to be shipped elsewhere for 
processing. We don't claim to give the fastest service in the 


( OVER) 


Worlds Largest lémm Sewice Organization 


THE CALVIN CO.—1105 TRUMAN ROAD — KANSAS CITY 6, MO. 





business on every job—to do so would mean we did not have much 
work to do. But on most orders and on large orders, we are 
equipped to give better than normal service. We have given 
two-hour service, but certainly that is the exception. 


Better color: We don't mean that we can process better than 
Eastman. But, by having control of our processing and printing, 
results from printers can be checked from hour to hour and any 
shift in color, no matter how slight, can be caught and cor- 
rected before it is out of limits. 


. We felt that color was to play a bigger and bigger role in 
motion pictures and television, and that the way to learn how 
to handle color better was to actually work with it. Today, we 
believe we can say we have more actual working experience with 
16mm color than any other producer-service organization. 


Why don't you use this service on your next order? Send, bring your 
material, or, better yet, call us, phone number HArrison 1-1234, 
Kansas City, Misouri. 


Sincerely yours, 


Lloyd Thompson,*7 
Executive Vice President 








Plymouth Shows to Sell in ‘59 


Months of Planning. Study of Features. Precede 
Introduction of °59 Models to Dealer Audiences 


How Is Money raised for a 
show—a big musical show? 
The popular conception includes 
a lavish penthouse amply sup- 
plied with expensive champagne, 
wealthy playboys and girls, tired 
stock brokers, hard-boiled theatre 
people, and genial garment manu- 
facturers, gathered to hear the 
book and score performed by its 
eager authors who are in search 
of that magic combination which 
will open fat wallets and provide 
the necessary $350,000 to produce 
the show. 





That’s one way of raising money 
for a musical, but there is another 
method. Picture a paneled confer- 
ence room with a large table 
around which sit the top execu- 
tives of a big motor company, each 
following from a script the words 
being read by the representative 
of a producing company. From 
time to time the scripts are laid 
aside while a tape recorder plays 
original songs that comprise the 
score—songs taped by well-known 
singers accompanied by leading 
instrumental groups. The atmos- 
phere is strictly business for this 
is no mere $350,000 musical but 
one that will, perhaps, cost three 
to four times that sum, returning 
the investment a hundred fold and 
resulting in the continued employ- 
ment of hundreds of thousands of 
workers. 


New Models Are the “Stars” 


Finally the script and the music 
are accepted, and the next logical 
question should be “Who will star 
in this show?” But in this in- 
stance, the question never occurs 
because the stars have already 
been hired. They are the Fury, 


the Belvedere and the Savoy— 
three stars that comprise the hopes 
for the Plymouth Division of the 
Chrysler Corporation for 1959. 

The above scene took place 
early in July, 1958. Two produc- 
ing companies were involved: the 
Industrial Division of the Music 
Corporation of America, which 
was the overall producer and 
handled the live portions of the 
show; and Visualscope, Inc., which 
produced the filmed segments. 
Representing MCA was Ervin 
Brabec, one of its vice-presidents; 
and on hand for Visualscope was 
President John H. Rose. 


Combine Selling, Entertainment 


Months of preparation had gone 
into the show, including count- 
less conferences in Detroit attend- 
ed by Plymouth executives; 
MCA’s director, Arnold Spector; 
the book writer, Norman Zeno; 
and the lyric writer, Eva Frank- 
lin. Ideas were weighed, accept- 
ed or discarded. The features of 
the cars were examined and re-ex- 
amined to devise the best methods 
of translating them dramatically 
for the thousands of dealers who 
would get their first glimpse of the 
new 1959 line as the show trav- 
eled to 18 cities across the coun- 
try. Not one word of lyric or script 
could be written for entertainment 
alone, but was carefully calculated 
to accomplish two purposes 
“Sell the Cars” and entertain at 
the same time. 

Unique methods of presenting 
the many facts and figures were 
devised. One hitherto unused de- 
vice was employed in the opening 
chorus. Lyrics were set to a series 


(CONTINUED ON NEXT PAGE) 


Slides by Visualscope were synchronized with lyrics punched 
out by a professional chorus, directed by composer Ray Jaimes. 
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FILM LABORATORIES, INC. 


Sound «+ Editorial «+ Laboratory Services 


1906 Fairview Avenue Northeast, Washington 2,D.C. LAwrence 6-4634 
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Plymouth Premieres: 


(CONT'D FROM PRECEDING PAGE) 
of art slides, which were animated 
by Visualscope. These were shown 
on the screen, and, under the 
guidance of Ray Jaimes, compos- 
er and musical conductor for the 
show, a chorus of singers syn- 
chronized the lyrics to the chang- 
ing pictures on the screen. Other 
inventive devices for the presenta- 
tion of the cars included dancing 
curtains, aluminum foil waterfalls, 
and curtains of light which dra- 
matically brought the new beauties 
into view. 
Audience Totals 100,000 


Because of the tight time sched- 
ule for presentation of the cars, 
two companies, playing identical 
shows, were separately routed and 
transported by cargo planes, one 
to the eastern part of the country 
and one to the West. Two com- 
plete casts were engaged, two 
complete productions built, and 
two complete sets of films made. 

On September 9th, the Eastern 
company opened in Pittsburgh, 
and a night later, the Western 
company opened in Chicago, both 
to much acclaim. Presented at 
night, much in the manner of a 
Broadway opening, the shows 
achieved a glamor sometimes lost 
in industrial theatre productions. 
In the five weeks that followed, 
these two companies introduced 
the new Plymouths to over 100,- 
000 dealers and their families 
throughout the United States. 
Three bright stars had been 
launched in an entertaining yet 
highly productive fashion . . . stars 
whose acceptance by the public 
can have much to do with the 
state of our national economy. 

The Plymouth Premieres are 
one more convincing evidence 
that show business has come into 
its own in industry and can look 
forward to an even brighter fu- 
ture—a future in which an artistic 
medium joined solidly with a com- 
mercial one can only achieve the 
betterment of both. i: 


%* * 1 


F&B Appointed U.S. Distributor 
Of Portman Animation Stand 
vr Florman & Babb, Inc. has been 
appointed exclusive distributor of 
the Portman Animation Stand and 
accessories. 

The Portman Stand created 
considerable interest at the recent 
SMPTE convention in Detroit, 
where it was displayed for the 
first time under F&B auspices. It 
is now on display at the Florman 
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Selling begins on the marquee .. . 


& Babb showroom at 68 West 
45th Street, New York. Catalogs 
are free for the asking. i 
* * * 

Wagner Appointed Creative 
Head at Close & Patenaude 

vy Frank A. Wagner has been ap- 
pointed creative director of Close 
and Patenaude, Philadelphia sales 
promotion agency. Wagner for- 
merly was advertising and sales 
promotion manager for the tech- 
nical products department of RCA 
Service Company, and prior to 
that was on the sales promotion 
staff of Philco Corporation. 

Close and Patenaude create and 
produce sales promotion and sales 
training programs for such clients 
as E. I. du Pont de Nemours & 
Company, Scott Paper Company, 
Sun Oil Company, American Ray- 
on Institute, Whirlpool Corpora- 
tion, American Motors Corpora- 
tion, Chrysler Corporation, and 
others. ba 





Writer Wanted 


Writer for permanent staff 
of leading national organiza- 
tion producing slidefilms, mo- 
tion pictures and other visual 
tools, as well as printed ma- 
terials related to business films, 
for top-notch accounts. Detroit 
location. 


Must have know-how to re- 
search, organize and develop 
customer’s factual material 
into effective, dramatic visual 
media. 


If you are a self-starter who 
wants room to grow in a con- 
genial atmosphere, this is for 
you. Send complete resume. 
We will keep it confidential. 
If you qualify, an interview is 
next step. 


Write Box 12-A 
BUSINESS SCREEN 
7064 Sheridan Rd., Chicago 26 
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REPORT ON THEATRE SCREEN MEDIUM 


Bright ‘59 Ahead for Screen Ads 


Attendance Increases With Theatre Re-Openings 


| pepe By THE recent repeal 
of the 10 percent Federal ex- 
cise tax on the first dollar of mo- 
tion picture theatre admissions 
and the release by a number of 
leading manufacturers of extensive 
national screen advertising cam- 
paigns on their 1959 product 
lines, the theatre-screen advertis- 
ing field appears headed for its 
most successful season in the year 
ahead. 

Motion picture exhibitor organ- 
izations predict increased attend- 
ance and many theatre re-openings 
as a result of the excise tax repeal. 
Although the action by Congress 
in its recent session applies only 
to the first dollar of admission, 
theatre men point out that this 
will result in lower ticket prices 
for most of the country’s movie- 
goers, since most of the nation’s 
theatres now have their admission 
prices within the tax-free range. 

Larger Ad Film Audience 

Increased theatre attendance, in 
turn, will mean larger viewing 
audiences for filmed screen adver- 
tisements. 

Additional growth in the poten- 
tial for theatre-screen advertising 
also is reflected in the re-opening, 
over the past several months, of 
motion picture houses that have 
been closed for extended periods. 
Re-openings at the rate of nearly 
two a day were reported in a re- 
cent issue of Boxoffice magazine, 
which noted that some 333 hard- 
top houses have come back into 
the field since the first of the year. 
In more recent months, this trend 
has been on the increase, with 219 
motion picture houses being re- 
opened in the second quarter of 
1958 alone. 

Greatest activity in this regard 
was in the north central section of 
the country, with 84 indoor the- 
atres re-opening in this part of 
the nation since the first of the 
year 

Automobile manufacturers, vir- 
tually all of whom have been long- 
time users of the theatre-screen 
medium, again are taking advan- 


tage of color and big-screen ef- 
fectiveness to merchandise the 
new body shades and upholstery 
fabrics of their 1959 models. 

Helping Sell 1959 Models 

To help put across the new 
names which it has given its 1959 
cars, Buick completed two ad- 
vance theatre commercials and 
added 10 more to round out its 
series. The company had the first 
films on its 1959 models on the- 
atre screens by the last week in 
September. 

Buick also is producing a the- 
atre commercial for its German 
Opel cars, in which it is featuring 
both the Rekord and the Caravan 
models. 

Chevrolet preceded its intro- 
duction of 1959 models with a 
teaser series on theatre screens, 
hinting about details of the new 
series and promoting the date 
when dealer showings would be 
held. With the release of new 
Chevrolet models in mid-October, 
six additional film advertisements 
were booked for theatre showings 
throughout the country by the 
company’s agency. 

Pontiac Promotion Tie-Ins 

Chrysler timed its release of 
screen ads with the introduction of 
its 1959 models on October 24. 
The models are being promoted in 
a series of eight new theatre films. 
Dodge has announced six new 
theatre-screen advertising com- 
mercials for its new models. 

A record of 13 new theatre 
commercials has been produced to 
promote Pontiac’s new line, plus 
a pre-announcement film released 
before new model showings. 

Oldsmobile is providing a new 
merchandising service tie-in with 
its 1959 screen advertising films. 
Promotional cards, folders, cou- 
pons and other printed matter are 
being furnished for distribution to 
the movie audiences as they enter 
the theatres. The company has 
produced two films, thus far, for 
its 1959 cars. 

Ford for 1959 has 13 new the- 


(CONTINUED ON PAGE 24) 
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YOUR 
NEW EMPLOYEES 


With proper induction and job 
instruction they will be more 
effective, happier employees. This 
means less personnel turnover, 
better work faster, more efficiency 
and increased productivity. 


It’s up to your supervisors. It can 
be accomplished! 


Show your supervisors how with: 


“INDUCTION AND 

JOB INSTRUCTION” 
part of an outstanding sound slide 
program SUPERVISOR TRAINING 


ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


@ “HANDLING 
GRIEVANCES” 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 





Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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Don Malkames (center) examines cine strips on the “Rendezvous” set. 
discusses film quality with Du Pont Technical Representative, Joe Dougherty. 


"New DuPont ‘Superior’ 2... 


the finest film I’ve ever used” 


This was the reaction of Don Malkames, A.S.C., Di- 
rector of Photography for the television series, “Ren- 
dezvous,” being produced by Kenco Productions, New 
York. for CBS. 

After using the completely new Du Pont “Superior” 
2 Type 936 Motion Picture Film for thirteen half-hour 
shows. Mr. Malkames joined the laboratory tech- 
nicians in praising the film. Their conclusions were: 


Finest grain structure they had ever seen; 
Extreme flexibility and latitude; 


Captures rich blacks yet picks up 
excellent. detail in spilled light areas with 
no additional fill lighting; 


Excellent tonal gradation; 
Requires one-third less processing time. 


Don states: “This new DuPont film does more to 
make my job easier than any other film I know. It 
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Better Things for Better Living . . . through Chemistry 





John Newland, Director (right), 





Don Mclkomes (left) and son, Kar! 


takes a lot of the headaches out of lighting and ac- 
tually produces better pictures than you have any right 
to expect. Without doubt, 936 is the finest negative 
stock I’ve ever used.” 


For additional technical information on Du Pont 
Type 936 Motion Picture Film, send the coupon below: 


fp --------------------- 

' RBS 

Du Pont Photo Products Department ! 
i 

2432-A Nemours Building \ 

| Wilmington 98, Delaware ! 

! | 

i Please send me technical data on the new “Superior 

; 2 Type 936 film. 

! | 

Name 

! 

Address 

! 

H City State 

ts. 











WE COVER 
THE WORLD 


Our “growing pains” take us 

everywhere, and we point with 

pride to some of the clients 
we have served: 

—a trade industry group with 
headquarters in Boston; 
—a world-wide industrial or- 
ganization with headquar- 

ters in Chicago; 

—a leading television company 
in Hollywood; 

—an international assignment 
that took us to Europe. 
Our business is motion 

pictures. 
We KNOW our business. 


STARK FILMS 


Since 1920 


Producers of 
Motion Pictures that sell 


Howard & Center Streets 
BALTIMORE 1, MARYLAND 





in San Francisco 





And as traditional as the 
City by the Golden Gate itself... 
W. A. Palmer Films, Inc., pro- 
viding the industrial photogra- 
pher with technical experience, 
complete facilities under one roof, 
and the individual service he 
demands. 

* script preparation 

* photography 

* sound and music recording 

* editing 

* printing 
Since 1922, the leader in 16mm 
motion pictures in the West. 


tt. 


¢ Jalmer films, ne. 
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GREEN FILM? 
DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any lé6mm. projector. 
Automatically silicone -treat and 
protect film, clean gates as film is 
running. 

Special kits, complete with simple 
instructions for Ampro, B&H, East- 
man, RCA, TSI, Victor. Write for 


illustrations and prices. 


ECONOMICAL . 


THE 
DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 


EFFICIENT 











Screen Advertisers 
Introduce ‘39 Lines: 


(CONTINUED FROM PAGE 22) 


atre shorts in color on its new 
passenger cars and trucks and on 
used cars. Six of the films feature 
passenger cars, three demonstrate 
trucks, and two are official Ford 
service films. All of the produc- 
tions provide space for tie-in by 
local dealers. 

Edsel has just completed pro- 
duction on four full-color screen 
commercials featuring styling, 
economy, special advantages and 
the automobile’s 1959 concept. 
Nine new color film ads are avail- 
able on the 1959 Rambler, with 
accent on action on the highway, 
ease in parking, and roominess 
and economy. 

Other auto-makers with new 
theatre film series for 1959 include 
Studebaker with nine commer- 
cials, DeSoto with 10, Plymouth 
with five, Mercury with four, and 
Lincoln with two. 

GE Shows °59 Appliances 

Activity in the screen advertis- 
ing field has not been limited to 
the automotive industry. General 
Electric recently announced that it 
will produce 18 films next year 





on its home appliance line, includ- 
ing refrigerators, freezers, room 
air-conditioners, dishwashers, unit 
kitchens and ranges. 

Scheaffer Pens has produced 
two new commercials, one featur- 
ing the “Lady Scheaffer” foun- 
tain pens and the other demon- 
strating the Schaeffer “Skripsert.” 

Thirteen new Socony-Mobil 
Oil Company screen ads relate the 
role of the firm in supplying Mo- 
bil products throughout the world, 
from Indianapolis Speedway to 
far-off Malaya; and Sinclair Refin- 
ing has added five new color 
shorts to its existing program for 
year-around theatre screenings. 

A new national advertiser on 
theatre screens is the Frostie Com- 
pany, Baltimore, which has six 
full-color commercials in distri- 
bution on its root beer, each a 
complete unit needing no trailer. 
Distribution costs are borne total- 
ly by the company’s dealer adver- 
tising fund. Three of the films are 


———— i, 


live-action productions and three 
are Cartoons. 

Bolstering the claims of produc- 
ers of theatre advertising shorts 
as to the effectiveness of this me- 
dium is a recent report by Sind- 
linger & Company, business ana- 
lysts, which shows that the impact 
of theatre-screen ads is greater 
among owners of television sets 
than among non-set owners. 


Theatre Ads Are Remembered 

The Sindlinger study revealed 
that tv set owners not only remem- 
ber more about the theatre ads 
they see, but that they remember 
longer. In home interviews in four 
cities, 73.1% of tv set owners re- 
called seeing theatre-screen adver- 
tising on their last visit to the 
movies, and 78.6% could name 
one or more advertisers. 

In non-tv set homes, 67.7% re- 
called seeing advertising on their 
last movie visit, and 73.7% were 
able to name one or more adver- 
tisers. , 

Researchers also questioned au- 
diences in theatre lobbies, and 
found that 81.1% of tv owners 
recalled screen ads and 80.7% 
remembered one or more adver- 


tisers; while the figures were 

76.1% and 76% even, respective- 

ly, for non-set owners. Re 
oS om % 


Rapid Film Technique Starts 
“Selective” Shipping Service 
vy A new film shipping service 
geared especially to the needs of 
sponsors interested in selective 
showings has been inaugurated by 
Rapid Film Technique, Inc. Called 
Rapid Film Shippers, Inc., the new 
firm will perform film handling 
tasks only, allowing clients to 
undertake full control of bookings. 
payments and audience reports. 
At the same time. besides ship- 


ping services, the company will 
offer complete access to the film 
inspection, rejuvenation and res- 
toration processes which Rapid 
Film Technique (“The Film Doc- 
tors”) has been performing for 
nearly 20 years. 

Jack Bernard, president of the 
two Rapid organizations, feels 
there is a need for an efficient film 
handling service for sponsors seek- 
ing highly selective audiences. 

Among clients of the new ship- 
ping film are: Telestar Films, Inc., 
Banner Films, Inc., Dow-Corn- 
ing’s New York Sales Office, and 
Swiss National Tourist Office. 

Further information on services 
offered is available from Rapid 
Film Shippers, 37-02 28th St., 
Long Island City 1, N.Y. i 


* * * 


Colmes-Werrenrath Expands 
Space at Glenview Studio 

vy Colmes-Werrenrath Produc- 
tions, Inc. has announced that all 
editing, projection and sales func- 
tions of the company will be 
moved from its downtown Chicago 
offices and housed in newly ac- 
quired space in the former Coro- 


net Studio at 1037 Woodland 
Drive, Glenview, Ill. By 
on cs es 


Bornhauser Directs Training 
For Standard Oil of Indiana 
vy Bernard O. Bornhauser has 
been appointed manager of sales 
training for Standard Oil Company 
(Indiana) at the general office in 
Chicago, it has been announced 
by Dwight F. Benton, sales vice- 
president. 

Bornhauser has been district 
sales manager at Evansville, Ind., 
since 1957. He started with Stand- 
ard as a service station attend- 
ant in 1936, and has held sales 
posts in five Midwest cities. 


NOW...IN CHICAGO 





—— 


a complete 
optical effects 


service 
for Midwest producers 


35mm to 16mm 
16mm to 35mm 
35mm to 35mm 
16mm to 16mm 


ANIMATION «TITLES*EDITING > COLOR OR B&W 
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ROSS WETZEL STUDIOS INC 
615 North Wabash Avenue Chicago SUperior 7-2755 
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Bowlds Animation Disc 


and Peg Bar 


Animation Disc features 
oversize contoured glass; 
convenient rotation; positive 
lock; full vision sliding 
scale; and clear, opal, or 
frosted glass. Peg Bar has : 
precision pegs so that 
cels slip on and off easily. 
Has countersunk holes ane 
flush screws for easy 
attaching. 

Animation Disc $47.50 

Peg Bar 6.50 


SALES e SERVICE « RENTALS 





When you 


Bell & Howell 
Continuous Film Printer 


Prints either sound or 
picture by contact. 
Suction-cooled 
lamphouse; removable 
filter holders; 300 watt 
projection type lamp. 
Other B & H Models 
and accessories available. 


$4,600.00 


Other Printers 
from $167.50 





‘ 
















Moviola Film 
Editing Machine 
“Series 20" 


Designed so that short 
pieces can be used 
without putting film 
on reels. Rear 
projection screen. 
Reversed by 
hand-operation 
switches. Other 
models and Rewinders, 
Synchronizers, and 
Sound Readers 
available. 

Model UD20S 
(Illustrated) $1,925.00 


Other Film Editing 
Viewers from $49.50 
























































ADDITIONAL PRODUCTS Comera 
largest and most comprehensive line of professional cameras, accessories, lighting and 
editing equipment. The quality product isn't made that we don't carry. See our splicers, 
— exposure meters — projectors —- screens — marking pencils and pens — editors 
gloves — editing machines, racks, barrels, and tables — stop watches. 


Dept. S 


can’t budge from the Budget...see CECO! 


When you make commercial films, 
the budget is sacred. It isn’t like the old days 
in Hollywood when a big name director 
could go a couple of million over his budget- 
and get away with it. Today if you exceed 
your budget, it very likely will come out of 
your own pocket. So do what other smart 
producers, directors, cameramen and sound 
engineers do. Consult Ceco. Our experts 
have the know-how about equipment 
and money-saving techniques. We carry 
the world’s largest assortment of professional 
cameras, lenses, tripods, recording, editing, 
lighting, laboratory and processing equipment, 
etc. There is never any charge at CECO 
for consultation. Come by for help with 
any problem, large or small. 





CECO Stop Motion Motor for Cine Special 


110 volt AC operation; 42 second exposure. 
Has forward, reverse, on-off switches; frame 
counter; power cable. Attaches easily to cam- 
era without special tools. $450.00 





Weinberg-Watson Modified Version 
of Kodak Analyst 








Gives flicker-free projection at speeds from 6 
to 20 frames per second. Single frame opera- 
tion forward and reverse without damaging 
film. Quick transition from continuous to 
single frame. $795.00 





Equipment Company offers the world's 


FRANK C, ZUCKER 


(+ AMERA EQuIPMENT ©..INC. 


315 West 43rd St., New York 36, N.Y. JUdson 6-1420 














THE NEW 
PORTMAN 
ANIMATION 
STAND... 


$3,670 


with 50” Zoom 


Here is the all new Port- 
man Animation Stand with 
features and accessories 
found only on much high 
er priced stands. Check 
the new Portman Anima 
tion Stand against com- 
petitive models on follow- 
ing comparison chart and 
see why the Portman 
stand is the biggest, best 
buy in animation stands. 


FEATURE 


Camera carriage travel 

Compound movement North /South 
Compound movement East /West 
Camera carriage ball bearing mounted 
Compound movements on ball! bearings 
1 pe. cast iron bed 


Handwheel control for zoom 


360° rotation 

Peg track movement 

Table top size 

Camera carriage column construction 
Crawl titles pass between columns 
Fields covered in one continuous zoom 


rails 
Compound moves on ground steel wel 


Zoom counter and scale 


Counters read facing operator 

Controls within reach of sitting operator 
Cast construction throughout 

Hole thru table top to floor for projection 
Free-spinning handwheel knobs 


Camera carriage drive 


Camera carriage counter-weighted 
Adjustable leveling feet 


Price of Stand and Compound 


With shadowboard pantograph 
4” under lights 





50 or 62 
19 
26 
Yes 
Yes 
Yes 


Yes-2 Speed S 


26 
22 x 32 
2-3” Dia 

Yes 

1-26 


Yes 


Yes 


Yes 
Yes 
Yes 
Yes 
Yes 


Ball Bearing 
Lead Screw 
Yes 
Yes 
$3670 with 
50” zoom 


$3870 








PORTMAN STAND X STAND Y 


281, 60 

9 18 

ll 24 

Yes Yes 

Partly No 

No No 
No-Single 

peed Motor Yes 


On compound On compound On compound 


18 16 
21 x 27 18 x 24 
25%” 1-3 %” 1-2” 
Yes No 
3-13% 2-24 
No Yes 
Counter 
Yes only 
Yes No 
Yes No 
No No 
Yes No 
No Yes 
34” dia 
threaded Chain 
rod 
No Partly 
Yes Yes 
$3950 $3925 
XXX XXX 


More than 40 available accessories provide facilities 
for any type of animation or special effects operation 


This is one of the many fine products you'll find at Florman & Babb. 
Drop in, see our large display of professional motion picture equipment. 


SEND FOR OUR NEW ILLUSTRATED RENTAL CATALOG 


FLORMAN & BABB, incorporate 
68 West 45th Street * New York 36, N. Y. * MU 2-2928 








Newly Organized Television Film Association 
Seeks Standard Leaders, Cueing System for TV Film 


A new organization, the Tele- 
vision Film Association, has been 
formed in Hollywood for the pur- 
pose of creating more unified and 
standardized operating procedures 
in the television film industry. 

As its first two projects, the 
TFA is working to develop a 
standardized leader for television 
film, and a standard cue and cue 
mark for tv film which could be 
used by all tv stations adopting the 
system. 

John P. Ballinger, of Screen 
Gems, is president of the new as- 
sociation. Other officers are: Bill 
Edwards, American Broadcasting 
Company, vice-president; Charles 
E. Buzzard, Buzzard Enterprises. 
treasurer; Miss Nancy Knutzen, of 
U.C.L.A., secretary. 


Officers Name 5 Directors 

Appointed by the officers to 
serve on the TFA board of direc- 
tors were Robert E. Hufford, East- 
man Kodak Company; Jack M. 
Goetz, Consolidated Film Indus- 
tries; Edward W. Hunt, Jr.. 
KTLA-TV; Robert C. Vinson, 
Armed Forces Radio and Televi- 
sion Service; and Howard Landau, 
Permafilm. 

Membership in the association, 
subject to approval by the board 
of directors, is open to any person 
employed by a company involved 
in or contributing directly to the 
production, distribution, or exhi- 
bition of television film. 


Want Timing in Seconds 

TFA is proposing that the new 
leader for tv film be graduated into 
seconds rather than feet, the pres- 
ent standard graduation for both 
television and theatrical leaders. 
Main objection to the present 
leader is that the 35mm footage 
graduation loses its meaning when 
reduced to 16mm and is of no 
practical use as an exact measure- 
ment. On the other hand, a tv 
leader graduated into seconds at 
the rate of 24 fps would not lose 
its value in reduction, and would 
provide a measurement of time 
more consistent with broadcasting 
operations. 

President Ballinger, a member 
of SMPTE, is presently working 
on this development with SMPTE 
through Howard J. Schumaker, 
staff engineer, and N. R. Olding, 
operations engineer, of Canadian 
Broadcasting Company, to obtain 
SMPTE approval of the proposed 
leader as an industry standard. 

Purpose of the proposed stand- 


BUSINESS 


ard cue and cue mark for tv film 
is to eliminate the present practice 
of separate cueing by each tv sta- 
tion. Adoption of a standard 
marking method, TFA believes, 
not only will save time at tv sta- 
tions but also will prevent prints 
from becoming damaged by cue 
marks. Ld 
x * * 

German Lab Equipment Maker 
Visits Oscar Fisher Plant 

v% Karl Kindermann, president of 
Kindermann & Co., German man- 
ufacturer of photographic process- 
ing equipment with plants in Ber- 
lin and Wurzburg, was a recent 
visitor to the plant of the Oscar 
Fisher Company, Newburgh, 
N.Y., manufacturer of similar 
equipment in this country. 

Mr. Kindermann and Oscar 
Fisher, president of the American 
firm, met during the recent 1958 
Photokina in Cologne, and dis- 
cussed working cooperatively in 
the design and manufacture of 
photographic processing equip- 
ment. The German concern makes 
extensive use of various plastics in 
its products, while Fisher special- 
izes in the production of equip- 
ment made of stainless steel. ]& 








FOR PRODUCERS 

OF VISUAL SELLING 
IN MOTION PICTURES 
SLIDE FILMS 

TV COMMERCIALS 


ff sheng VA 


offers a compiete production service 


animation 
slide tilms 
titles 
telops 

flip cards 


lettering 
layout 

maps 
backgrounds 
retouching 


color correction of 
packaged products 


a wide 
assortment 
of type for 

hot press titles 


type catalogue 
on request 


421 WEST 54TH STREET, NEW YORK 19,N.Y 
PLAZA 7-1525 
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AaAUPrPicon iGimm Souna-Om-EF'ilzmm Cameras »®» tum 


QUIET AS A CANDLE FLAME! 


The Auricon Camera is unique, with noiseless operation as silent proof of precision 16 MM 
design. It runs so quietly that no heavy and cumbersome external blimp (sound-proof Aurion oo SOUND-ON-FILM 
enclosure) is required! For fast “set-up” and dependable filming of professional : CAMERAS 
16mm talking pictures, Producers and Cameramen choose Auricon to shoot pictures << oe 

synchronized with Optical or Magnetic “double-system” recording equipment, or =a \ CINE-VOICE Il 


cord “‘single-sy ” d he same film taki he pic ye ce $795.00 & UP 
to recor singie-system sound on the same film taking the picture, a 100 ft. Runs 234 min. 


All Auricon Cameras are sold with a 30-day money-back guarantee. You must 


: AURICON PRO-600 [) //- 
be satisfied! $1871.00 & UP ¢ 


a ‘ , 600 fr. Runs 164 min, 
<< Write for your free copy of this 74-page Auricon Catalog. y mitts rie 


AURICOMN ’ f .¥ 3 


A PRODUCT OF A oat \, ~_/\\_/Q.AURICON SUPER-1200 


x 
| 
4 
7 


' BERNDT-BACH, INC. Beh (T7aa ¥ty-ialp-rhped 


aie A) 1200 ft. Runs 33 min, 
6910 Romaine Street, Hollywood 38, Calif. / HOlly wood 2-093! os ed 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 19231 


NUMBER 8 © VOLUME 19 ¢ 1958 

















VISUAL AIDS 


MOTION 
PICTURES 


SLIDE 


wilh 


TRAINING AND MERCHANDISING MESSAGE 





4 e 

& SEYMOUR 

‘ ZWEIBEL 

Z PRODUCTIONS 
© Inc. 

= 11 EAST 44th STREET 

z NEW YORK 17, N.Y. 





9th Annual Production Review 
The Big Buver’ Gui je + All 


245 WEST 55TH STREET, 





PICTURE PARADE 


Sound Slidefilm Helps Sell 
New Wool Fashions for Men 
The Men’s Wear Promotion 
Department of the Wool Bureau, 
Inc., has prepared a special sales 
training, animated sound slidefilm, 
Ramsgate to the Rescue, as part 


of its new program for retail 
stores 
The 15-minute film on new 


wool fashions for men is the core 
of the Fal! 1958 sales training 
package designed to help men’s 
wear salesmen increase their sales. 
The training kit also includes a 
leader’s guide with complete in- 
structions for use of the film as 
a discussion stimulator among 
salesmen, and suggestions for fol- 
low-up training. Also available 
are take-home leaflets for distribu- 
tion to salesmen making up the 
training audience. ba 


x * * 


9 Cartoon Films on Health 
Available for Public Showing 


\ Health Awareness Series of 
nine cartoon films designed to en- 
courage interest in both personal 
and community health has been 
released by the U.S. Information 


Agency for distribution through 
United World Films. 

Non-technical in character, the 
films emphasize the relationship 
between cause and effect, rather 
than procedures. The subjects, 
ranging from 8 to 12 minutes in 
length, are: 

The Human Body, What is Dis- 
How Disease Travels, 
Cleanliness Brings Health, Infant 
Care, Tuberculosis, Defense 
Against Invasion (explaining vac- 
cination), Water, Friend or En- 
emy, and Winged Scourge (show- 
ing means of combatting the Ano- 
pheles mosquito, carrier of 
malaria). 

Information concerning the use 
of these films is available from 
United World Films, 1445 Park 
Avenue, New York 29. Wye 


* * * 


1,000,000 Visitors See Film 
About Colonial Williamsburg 

More than a million visitors to 
Colonial Williamsburg, Virginia, 
have viewed the 15-minute motion 
picture, Williamsburg—The Story 
of a Patriot, since its premiere at 
the opening of the Information 
Center of Colonial Williamsburg 
on April 1, 1957. 

The film, produced by Para- 


ease’, 


A SINGLE SOURCE 


FOR MOTION PICTURE 
EQUIPMENT 
AND SUPPLIES 


CALIFORNIA BRANCH: 6674 SANTA MONICA BOULEVARD, HOLLYWOOD, 38 
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Millionth visitor to Williamsburg 
theatre, Mrs. John. Trapnell gets 
commemorative gift from Carlisle 
Humelsine, president of Colonial 
Williamsburg, Virginia. 


mount in VistaVision, Technicolor 
and Todd-AO sound especially for 
Colonial Williamsburg, serves as 
a bridge of understanding for 20th- 
century visitors who come there to 
step back briefly into their 18th- 
century heritage. It is exhibited 
daily in two theatres at the Infor- 
mation Center. 

Williamsburg was produced for 
Paramount by William H. Wright 
and directed by George Seaton. 
The script was written by Emmet 
Lavery, with music by Bernard 
Herrmann. i 


NEW YORK 19, N.Y. 
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EN LEADING EXECUTIVES, 
T each representing one sector 
of the economy, have pre- 
dicted that 1959 will be a banner 
year for American business. Im- 
proving conditions that began in 
the last quarter of °58 are expect- 
ed to continue through the first 
half of the new year ahead. Some 
of the forecasters predict that the 
last six months will be even better. 
Speaking on December 9 at the 
annual “Outlook for Business” 
luncheon sponsored by The First 
National Bank of Chicago to more 
than 1,100 business leaders were 
Joseph I. Block, president, Inland 
Steel Co.; Edward Eagle Brown, 
board chairman, The First Na- 
tional Bank; Mark W. Cresap, Jr., 
president, Westinghouse Electric 
Corp., and Donald W. Douglas 
Jr., president, Douglas Aircraft 
Co., Inc. 

Also optimistic about the future 
were Willis D. Gale, chairman, 
Commonwealth Edison Co., 
Charles H. Kellstadt, president, 
Sears Roebuck & Co., Franklin J. 
Lunding, board chairman, Jewel 
Tea Co., Inc., and Louis B. Neu- 
miller, board chairman, Caterpil- 
lar Tractor Co. The oil industry 
was represented by Frank O. Pri- 
or, board chairman, Standard Oil 
Co. (Ind.) and the construction 
business by H. C. Turner Jr., 
president Turner Construction Co. 

Their viewpoints are summar- 
ized by Mr. Kellstadt’s opinion: 
“the upward forces already started 
are strong enough to carry the 
economy forward to higher levels 
of activity in 1960 . . . higher than 
in any other comparable period.” 

Will the film medium take its 
rightful place in the burgeoning 
business economy? New budgets 
approved by the American Tele- 
phone & Telegraph Co. for films 
on several important levels, in- 
cluding broad employee training 
projects, suggest that they will. 
Many other concerns, surveyed by 
BUSINESS SCREEN in recent weeks, 
have new pictures in finishing 
stages or on the planning boards 
for early °59 production. Still 
others are being budgeted. 

* K * 
It’s Time for all those directly 
concerned with the better and 
wider use of the film medium to 
join forces for the future. 

Make your own list of resolu- 
tions for 1959 but let us suggest 
a few for your consideration: 

1. The best product of our pro- 
ducers and sponsors, now current 
in the field (whether produced in 
1955 or 1958), needs to be shown 
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to the men who make decisions 
within large and small companies 
throughout the world. That in- 
cludes showings to leaders of trade 
groups and policy-makers in local, 
state and Federal government. 

2. Support every possible means 
of getting such films programmed 
at important gatherings where such 
leaders meet . at the Nation- 
al Association of Manufacturers’ 
next annual meeting, at the an- 
nual gathering of the United States 
Chamber of Commerce and before 
the leaders of the AFL-CIO. Men 
of this stature don’t attend “film 
festivals” so let’s cut down on ex- 
pensive, self-adulation where tens 
of thousands of useful dollars are 
spent for wall decorations to please 
ourselves. 

3. This doesn’t preclude support 
of the international film events 
where the U. S. competes with 
other nations and where the vital 
problem of foreign trade is affect- 
ed. The hard-working group rep- 
resented by the Committee on 
Non-Theatrical Events (CINE) 
has set up effective procedures to 
serve the industry in this area. 

4. Encourage film showings to 
individual companies on the high- 
est executive levels, including the 
Boards of Directors. This is the 
responsibility of alert public rela- 
tions executives within such com- 
panies as well as spokesmen for 
production and distribution firms. 

5. Be Aware of the enormous 
gains made in film distribution. 
That includes the potential theat- 
rical audiences as well as public 
service showings via television and 
the nearly 500,000 16mm sound 
motion picture projectors in U.S. 
schools, churches, factories, etc. 

6. As always, look to your own 
house for improvements: do films 
take too long to gestate? Shorten 
the time! Are we truly imaginative, 
really creative in every possible 
way? The screen is wider, the 
colors more brilliant and defini- 
tive, the music richer .. . let 
your thinking go wide, brilliant 
and richer, too! 

* a * 


For ourselves, we are proud of 
the accomplishments of 1958—of 
the producer groups who worked 
together in New York, Chicago, 
the Twin Cities and San Francisco 
and for the privilege of working 
with them . . . of the members of 
IAVA who met in St. Paul, 
Princeton and Washington, D.C. 
To all of you and to every one of 
our thousands of loyal readers . . . 
a happy, healthy and prosperous 
New Year! —OHC 





Theatre for commuters fas been set up in the Main Concourse of Grand 
Central Terminal, New York City, for continuous showings of “The Big 
Train,” the Central’s 30-minute color motion picture on railway progress. 
The film is shown from 8:00 a.m. to 7:00 p.m. daily in a continuous pro- 
jection machine the size of a 24-inch television screen. It tells the story 
of the electronic and scientific advances of the Central and other railroads, 
and ends with a dramatic night ride aboard the crack Early Bird freight 
train from Chicago to New York. 





First showing of New York Central's “The Big Train” on the Main 
Concourse of Grand Central Terminal is viewed by two top Central 
executives: John F. Nash, vice-president, operations, and Alfred E. 
Perlman, president: In the film, Mr. Perlman presents a hard-hitting 
message calling for modernization of the nation’s transportation policy. 





29 
























Modern president Frank Arlinghaus greeted 
exhibit visitors at the PRSA Conference. 
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Host at The Jam Handy Organization exhibit 
of public relations services was Jay Getz. 
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Film writer-planner Oeveste Granducci rep- 
resented his Washington, D. C. firm. 





Above: showing the latest in a-v equipment 
was Charles A. Musson of Bell & Howell. 


Below: producer Robert Yarnall Richie is 
pictured (left) at his exhibit with a visitor. 


Vs ae 


La Saal 
i b 





> 
: 
, 


f 


ae 


PRSA Conference 


“Great Forces Shaping Our Future” 
Discussed by Public Relations Men 


Me THAN A THOUSAND public relations 
executives from all over the country met 
in New York last month for the annual national 
conference of the Public Relations Society of 
America, Inc. 

“The great forces shaping our future” pro- 
vided the theme of the meeting as public rela- 
tions men discussed the political, economic and 
sociological forces at work in the United States 
today, and the role of communications in ac- 
celerating and causing these changes. 

A leading event of the three-day meeting was 
a film composed of interviews between United 


Press International correspondents and news- 
paper publishers in nine foreign countries, 
filmed by United Press Movietone News. 

The advice to the people of the United States 
on their international manners ranged all the 
way from the Egyptian view that we have been 
insulting and have tried to hinder the develop- 
ment of the Egyptian people to the Italian 
statement that we need only continue being as 
generous as we have been up until now with 
our friendship. 

Among workshop sessions conducted at the 
PRSA conference were two concerned with 
audio-visual media: William J. Ganz, repre- 
senting the Film Producers Association of New 
York; Arnold Lerner of the International Busi- 
ness Machines Company; and Richard Mil- 
bauer of Newsweek, were chairmen at a session 
“Utilizing Public Relations Films Effectively.” 


YOUR 1959 CALENDAR OF FILM FESTIVALS & MEETINGS 


January 26-30, 1959 
7th Annual USDA Visual Workshop. 
For more information contact Motion 
Picture Service, Office of Information, 
U.S. Department of Agriculture, Wash- 
ington 25, D.C. 
February 2-4, 1959 
18th Annual Motion Picture Production 
Workshop, presented by The Calvin 
Company. Sessions will include screen 
illustrations, displays, talks by film pro- 
ducers, film users, Calvin personnel. No 
fee for sessions or banquet. For details 
write The Calvin Company, 1105 Tru- 
man Road, Kansas City 6, Mo. 
| February 10, 1959 
First Home Fashions Film Festival. Spon- 
sored by the National Home Fashions 
| League, 767 Lexington Avenue, New 
| York 21. Entries limited to 16mm films 
produced during 1957 and 1958 on top- 
ics in the home fashions-home furnish- 
ings field. 


March 16-18, 1959 
Third Medical Motion Picture Work- 


| shop, sponsored by the Veterans Admin- 
istration and presented by The Calvin 





Sessions will include screen 
illustrations, displays, talks by leading 


Company. 


medical film producers and film-users. 


| April 1-4, 1959 

| Americal Film Festival, Statler Hotel, 
| New York City. Sponsored by the Edu- 
| cational Film Library Association, 250 
| West 57th Street, New York City. Films 
produced during 1957 and 1958 are eli- 
gible for entry. Deadline for entries: 
January 20, 1959. 

April 13-16, 1959 

National Convention, Department of 
Audio-Visual Instruction, National Edu- 
cation Association, Seattle, Washington. 





BUSINESS 


April 28-30, 1959 

8th Annual Convention, Industrial Au- 
dio-Visual Association, Edgewater Beach 
Hotel, Chicago, Illinois. Open to mem- 
bers only. Guests from companies eligi- 
ble for membership may apply to Mem- 
bership Chairman, Harold W. Doffer, 
Minneapolis-Honeywell Regulator Co., 


2753 Fourth Ave. South, Minneapolis 8. 


April 29-30, 1959 

7th Annual Columbus Film Festival, Co- 
lumbus, Ohio. Screenings and Festival 
Banquet at Fort Hayes Hotel. Films pro- 
duced during 1956, 1957 and 1958 are 
eligible for judging, if they have not 
been entered in previous Columbus Fes- 
tivals. Deadline for film entries: March 
1, 1959. For entry form and detailed 
information, contact D. F. Prugh, Film 
Council of Greater Columbus, Memo- 
rial Hall, 280 E. Broad St., Columbus 
15, Ohio. 


May 4-8, 1959 

85th Semi-Annual Convention of the 
Society of Motion Picture and Tele- 
vision Engineers, Fontainebleau Hotel, 
Miami, Florida. Theme: “Films and 
Television for International Communi- 
Program Chairman, Garland 
C. Misener, Capital Film Labs, Inc., 
Washington, D.C. 


cations.” 


June 9-13, 1959 

Sixth International Advertising Film 
Festival, Cannes, France. 
jointly by International Screen Advertis- 
ing Services and International Screen 
Publicity Association. 


July 25-28, 1959 


19th Annual National Audio Visual As- 
sociation Convention and Exhibit, Mor- 
rison Hotel, Chicago, Illinois. 


Sponsor ed 


SCREEN MAGAZINE 





Adam Hathaway, 

as company president, 
defines productivity: 
“To get more of 
what is materially 
important to you, 
you must first 
produce more of what 
is useful to others.” 


A scene from 
“1104 Sutton Road” 
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among sponsors 


A Library of Informative, Challenging Films Covering a Wide Range of Subjects Is This 


Paper Company’s Contribution to Community Relations and Good Corporate Citizenship 


HE CHAMPION PAPER & FIBRE COMPANY has long 

held a well-merited reputation for quality products among 

the printing and converting trades and their customers who 
use its fine white papers in markets throughout the world. 

To the millions of persons who have viewed one or more 
of the five public relations motion pictures sponsored by 
Champion since it launched a precedent-breaking film program 
less than a decade ago, this paper-maker has also become a 
courageous spokesman of thought-provoking, timely screen 
fare which has stimulated countless hours of audience discus- 
sion. That objective was certainly the aim of the two most 
recent Champion motion pictures: Production 5118 (a study 
of personal communications) and //04 Sutton Road (which 
deals with the highly debatable issue of employee productiv- 
ity). Both of these films are dedicated to the simple premise of 
getting their viewers to think for themselves about the vital 
issues involved. 

That the more than 14 million members of Champion’s film 
audience have most certainly included a good many business 





Complete program materials for Champion’s motion picture, 
1104 Sutton Road, include a Meeting Leader’s Guide, bulletin 
posters, news releases. All of the printed pieces set a high stand- 
ard for film promotion, help make the showings more effective. 
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leaders and other paper users who thought this progressive con- 
cern also deserved their favorable consideration as a potential 
supplier has been evident in its sales leadership. But there isn’t 
a product mention or “commercial” in either of the two pictures 
cited other than the usual sponsor credit title. 

Public relations is definitely a guiding force in Champion’s 
basic philosophy. Its former public relations director, Dwight J. 
Thomson, under whom the film program was initiated in 1949, 
has since assumed a larger role in the office of the president as 
executive vice-president for personnel and public relations. 
R. Calvin Skillman, now in charge of the company’s department 
of public relations at the Hamil- (Continued on the next page) 






























“I'm just part way up the totem pole 
in the middle all the time. What can I do?” 


right 


—Foreman, “1104 Sutton Road” 


“Produce! Produce! That's easy to say when 
all you have to do is push people around. . .” 


Worker, “1104 Sutton Road” 


“I want my husband to paint the kitchen and 
lots of things. But they work him too hard 

at the factory. They don't appreciate him. 
They don’t pay him enough. He should fight 
for what's coming to him. Believe me, I 
could tell them a thing or two.” 


Wife, “1104 Sutton Road” 
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A Champion among sponsors: 
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ton, Ohio headquarters, was the 
company’s representative who su- 
pervised the film program at its 
outset. He continues to give active, 
aggressive leadership to both pro- 
duction and film distribution. 

The initial stimulus for an ex- 
panded film activity dates back to 
that eventful day in 1949 when 
president Reuben B. Robertson, 
Jr. suggested that Champion re- 
place its outdated sales film 
(Paper Comes to Life) with a 
new public relations motion pic- 
ture. Three ideas were submitted 
by p.r. executive Cal Skillman— 
and all three were accepted. 

The film project was assigned to 
Public Relations and a survey of 
film producers undertaken, the 
prime objective being to select a 
company qualified from the dual 
viewpoint of facilities and experi- 
ence. Wilding Picture Productions, 
Inc. won the assignment. 

These “first” three motion pic- 
tures covered three highly-diversi- 
fied fields: 

1. Good Business was created 
to deal with Champion’s relations 


with its friends and neighbors as a 
company — to show the human 
values inherent in a good business. 
Its intended audience was indus- 
trial and community groups. The 
theme exemplified Champion’s 
own philosophy on its responsible 
role in community relations “as a 
practitioner of the profit system 
and a believer in the benefits of 
industrial democracy.” 

2. Deep Roots, which turned 
out to be the keystone film in this 
trilogy, told of changes in the 
South’s agricultural patterns which 
followed the discovery and appli- 
cation of pine in paper-making. 
Champion had turned to small 
woodlot owners in the rural South, 
taught them scientific tree farming 
and turned neglected acres into 
cash crops. Portrayed through the 
story of a typical Southern family, 
Deep Roots was to show the re- 
sults of cooperation between an in- 
dustry and the people whom its 
program affected. 

3. Paper Work was the single 
picture which directly involved the 
company’s finished products, de- 
picting the versatility of paper as a 
raw material. Primarily a sales 
film, it was to be aimed chiefly 
toward customer audiences. 

The achievement of these objec- 


BUSINESS SCREEN 


tives on the screen was preceded 
by months of research by Wilding 
writers Sam Beall (Deep Roots 
and Paper Work) and John Dav- 
enport (Good Business). Personal 
interviews with church and com- 
munity leaders, with Champion of- 
ficials all down the line and attend- 
ance at a six-week company sales 
training course, gave these experi- 
enced writers the essential insight 
and know-how which went into 
their first scripts. These mss. were 
tape-recorded and then presented 
to Champion personnel in all divi- 
sions for comment and approvals. 

Shooting on all three pictures 
began in Wilding’s Chicago studio 
in June, 1952; location sequences 
in the Carolinas, Texas and Ohio 
and in printing plants around the 
country also were filmed through 
five months ending in October of 
that year. Deep Roots became a 
30-minute color film which, de- 
spite Champion’s restrictions on 


1104 
SUTTON ROAD 


audience types, has been shown 
to 58,855 audience groups, total- 
ing 4,387,977 persons by Dec. 31, 
1958. It made its debut in 1952. 

Good Business and Paper Work, 
both 30-minuie color films, have 
also earned enviable audience rec- 
ords. The former had 31,493 
showings to 3,039,745 persons by 
Dec. 31; Paper Work recorded 
40,403 showings to 3,791,965 
persons at the same date. All 
three films were given to Modern 
Talking Picture Service, Inc. for 
national distribution via that com- 
pany’s 28 regional film exchanges. 

It was an auspicious beginning. 

* */” 


¢ Fortified by its favorable ex- 
perience on these three ‘‘con- 
ventional” themes, Champion's 
progressive philosophy took the 
company a giant step forward in 
its film concepts. Important clues 
to this acknowledgment of “cor- 
porate citizenship” have been ex- 
pressed by president Robertson: 
“To many people a corporation 
is inanimate—it is without feeling, 
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A Grbute to yy. Cusdomers 


In recent years the ARRIFLEX has become the most successful 
professional motion picture camera, Its many superior features 
and outstanding advantages which contributed to its success have 
been enumerated in a series of advertisements, published over 
the years in the trade magazines. 


Every camera is only a tool, a means to an end, the end being 

the picture it is to make. To produce a picture of optimum 
quality, with the least amount of effort, in the shortest possible 
time and at the lowest cost -- that is the task in which the 
ARRIFLEX distinguishes itself in the opinion of people who are 
best able to judge: the ARRIFLEX users. 


In some of our previous advertisements we have already featured 
many of our customers who use and love the ARRIFLEX. They were 
selected from a long list of well-known firms, institutions and 
governmental agencies. Now, we are paying a special tribute to 
another very important group of ARRIFLEX users: the film producers. 
The fact that so many of them have chosen the ARRIFLEX for so 


many of their successful productions is incontrovertible proof 
that the ARRIFLEX has become the most important camera in the 
field. 


We thank the producers listed for providing us with the information 
for these pages. It is our intention to publish a similar list 
next year and for many more years to come. Therefore, would those 
of our customers who did not answer our questionnaire on time, 

or who are not on our list, please write to us, so that we may 

be sure to include them in our next series? 


The engineering and production staff of the ARRIFLEX factory join 
us in saluting these and all our other customers and thank them 
for the confidence placed in our equipment. All of us pledge 

to continue our best efforts to keep the ARRIFLEX what it has 
been acclaimed to be: the most desirable and successful tool 

for the motion picture industry. 


KLING PHOTO CORPORATION 


Paul Klingenstein 
President 





Producer 


NEW ENGLAND 


BOSTON UNIVERSITY 
PHOTO SERVICE 
Boston, Moss 
CAMPBELL FILMS 
Sexteons River, Vt 





CINE-VIDEO PROD 
Milford, Conn 


DOUGLAS PROD 
Meriden, Cenn 


MAGNA FILM PROD 
Watertown, Mass 


ROLAB STUDIO 
Sandy Hook, Conn 


SLEEPING GIANT 
FILMS 
Homden, Conn 


SWEETMAN PROD 
Bethel, Conn 
WESTON WOODS 
STUDIOS 

Weston, Conn 


ROY WILCOX PROD 
Meriden, Conn 


Productions Filmed with ARRIFLEX 


*Rehabilitation Pro 
gram 

*All University Affairs 
Your Job with Grand 
Union 

Jimmy Golder 

The Spelman Story 


Beneath The Elms 
Halt A Thousand Yeers 


The Perkins Story 


The Right Instruction 
of Youth 

The Dartmouth College 
Case 1958 

Profile of a University 


The Greatest of These 
People Helping People 
Where There‘s a Will 
The Magic Charm of 
Austria's Wonderland 
The Fabulous Mystery 
»f Modern Turkey 

The Charm of Sweden 


The City of Bremer 
Russia Today 
Mexico 


hild Alone 


Xmas Scenes in Bost 

Harnessing the 

Housatonic 

The Golden Key 

Midnight Ride of Pav 

Revere 

The Physical Universe 

Museum Mar 

A Governor's Day 

From These Ashes 

Outdoor Adventure 

Club 

Prof. Vacuum Cleaner 

Salesmanship 

Lentil 

The Came! Who Took a 

W alk 

The Five Chinese Bros 
srious George Rides 

A Bike 


Exploring the Farmland 


MIDDLE ATLANTIC 





AMERICAN FILM 
PRODUCTIONS 
New York, N.Y 


ANIMATED PROD 
New York, N.Y 


ATSION PROD 
New York, N.Y 
JOHN BRANSBY PROD 
New York, N.Y 


Minesweer 
E 


ng 
xplosive Cufters 

FR Enroute & Termina 
Procedures 

Progresso TV Comms 
Bulova TV Commercials 


*Roosevelt Raceway 


*Dipsey Doodles 
*Cheese Doodles 
*Manhattan Shirt 
wring Around 
St. Lawrer 
wer Project 


* Partially Arriflex 


Sponsor 


Boston Junior League 


Boston University 
Grand Union Food 
Stores 

Grand Union Stores 
Spelman Coll., Atlanta 
Georgia 

Trinity Coll., Hartford 
Connecticut 
Moravian Coll, 
Bethlehem 

Perkins School For 
Blind, Watertown 
Massachussetts 
Wagner College 


Dartmouth College 


Univ. of New 
Hampshire 

Red Feather Drive 
Red Cross 

Univ. of Connecticut 
Lufthansa German 
Airlines 

Lufthansa German 
Airlines 
Swedish Nati 
Office 
Bremen, German 
Castle Films 
Castile Films 


Tour 


Mass. Assoc. for 
Retarded Childrer 
Warner Bros 

The Connecticut Light 
& Power Co 

Nell Dorr Prod 
Encyclopedia Brittan 
nica Films 
Independent Prod 
Independent Prod 
Randal! Co 

R.C. Diocese, Hartford 
Independent Prod 


General Electric 


Weston Woods 
Weston Woods 


Weston Woods 
Weston Woods, Inc 


Roy Wilcox Prod 


S. Navy 
U.S. Navy 


Carlo Vinti Adv 
McCann-Erickson, Inc 
Heineman, Kleinfeld 
Shaw & Joseph, Inc 
Richard K. Mahoff 
Richard K. Mahoff 
Peck Advertising 


Atsion Productions 


Power Authority of the 
State of New York 


Producer 


BRAY STUDIOS, INC. 
New York, N.Y. 


BUEHLER BROS 
Allentown, Pa. 


JOHN CHRISTIAN 
PRODUCTIONS 
New York, N.Y 
CRAVEN FILM CORP 
New York, N.Y 


DEMBY PROD. INC. 
New York, N.Y. 

DE FRENES COMPANY 
Philadelphia, Pa. 


EDITORIAL FILMS 
New York, N.Y. 
CHARLES ELMS PROD 
New York, N.Y 


WALTER ENGEL PROD 
New York, N.Y. 


FARRELL & GAGE 
FILMS 
New York, N.Y 


FILM GRAPHICS INC 
New York, N.Y 


THE FILM SELL 
New York, N.Y 


FORDEL FILMS, INC 
New York, N.Y. 
FORMA ART 

New York, N.Y. 
WM. J. GANZ CO 
New York, N.Y 
GERALD 
PRODUCTIONS 
New York, N.Y 


COURTNEY HAFELA 
New York, N.Y 


Productions Filmed with ARRIFLEX 


11 Training Films 

2 Eastman Color 
Three 16mm Color 
Five 15 minute Color 
Dedication 
Investigation on the 
Sheer Strength of Pre- 
stressed Concrete 
Beams 

Amsler Equipment 
The Pattern for Peace 


Asian Artists in Crystal 
TV Commercials for 


Invisible Avenger 
The Shadow (TV) 
Cummings City 
C-130 Interim Aerial 
Delivery Service 
Officer Candidate 
School 

Grinding Wheels and 
Their Applications 
Meat Progress Through 
Quality Achievement 
Safety at the Cross- 
roads 

The Story of Acrylic 
Paints 

Tale of Two Counters 
Careless Cash 

Mr. Dopey O’Doodle 
and Dacro P38 

The Heat Engine 
Aluminum Screens 
Beauty Bath Oil, 
Lavender Mist, Sachet 
Spray 

Thirty Films — One 
Received Golden Ree! 
Festival Award 
Handling Ships, Boats 
and Cargo 
Maintenance of Steam 
Catapults 

Blasting Vibrations 
New Era in Plastics 
Multicolor Magic 

Half Second Butyrate 
Lacquer 

Impact 


The Amflow Process 
Natural Gas for Appal- 
achian Markets 
Mining for Nickel 

and Nickel Refining 
Aircraft Rivets 
Submarine Films 
Modern Crusaders 
Human Tumor Chemo 
therapy Studies in Eggs 
Anesthesiology 


Man and Car 
Friend of a Friend 


The Ordeal of Thomas 
Moor 

A World Alone 

Hans Brinker 

Mambo Madness 
Rock Rock Rock 

Run Across the River 
Love and Jazz 


Sponsor 


U.S. Navy 

US. Air Force 
Sprague Gas Meter 
Bray Studios 

Lutheran Brotherhood 
Lehigh University 


Carl Hirschmann 
U.S. Information Agcy 


U.S. Information Agcy 
Westinghouse, U.S 
Steel, General Mills, 
Nestle, Procter & 
Gamble, Carter Prod 
Republic Pictures 
independent Prod. 
Army Pictorial Center 
US. Air Force 


U.S. Navy 
Simonds Abrasive Co 


Wm. Schluderberg-T.U 
Kurdle Co 
Reading Railroad Co 


Rohm & Haas Co 


McCalis Magazine 
American Express Co 
Crown Cork & Seal Co 


Shell Oil 
Columbia Mills 


Andre Richard C 


U.S. Navy 


Hercules Powder Co 
Hercules Powder Co 
Hercules Powder Co 
Eastman Cher 
Products 

Panhandle Eastern 
Pipe 

Amer. Mach. & Fdry 
N.Y. State Natural Gas 


Internationa! Nickel 


duPont deNemours 
U.S. Navy 
Passionist Fathers 
Sloan-Kettering 


E.R. Squibb & Sons 
Forma Art 

Gaines Dog Research 
Smith-Kline & Frenct 
Smith-K 
N.B.C 
Universal-International 
Dist. Corp. of America 


Cameo Productions 
Raven Films Corp 


ne & French 


America’s Most Successful 





Producer 


PAUL HANCE PROD. 
New York, N.Y. 


HARTLEY PROD. INC. 
New York, N.Y. 


LEO TRACHTENBERG- 
HARVEST FILMS 
New York, N.Y 


INSTITUTE OF 

VISUAL TRAINING 
New York, N.Y. 
INTERNATIONAL FILM 
FOUNDATION 

New York, N.Y 
HERBERT KERKOW 
INC 

New York, N.Y 


VICTOR KAYFETZ 
PRODUCTIONS 

New York, N.Y. 
KLAEGER FILM PROD 
New York, N.Y 


KNICKERBOCKER 
PRODUCTIONS 
New York, N.Y 


ROBT. LAWRENCE 
PRODUCTIONS 
New York, N.Y 


LEIGH PHOTOGRAPHS 
Trenton, NJ 

ARTHUR LODGE PROD 
New York, N.Y. 

LORD & TANN, INC 
Troy, N.Y 


JAMES LOVE PROD 


New York, N.Y. 


LYBARGER PROD 
New York, N.Y 


MARATHON TV NEWS 
New York, N.Y. 


Productions Filmed with ARRIFLEX 


The Nature of Glass 
Report Films 

Report Films 
Progress Report 1956 
Man From Missour 
Wings to Hawaii 


n Every Man’‘s Heart 


Lets Have a Luau 
Pattern of Safety 
»0king Can Be Fun 
For All the Children 
Science Fights Tooth 
Decay 
A Fair Chanee for 
Tommy 


Friend of a Friend 


Progre s Report #3 
#4 

Prototype Progres 
Report 


Analed Deck Carrier 


Your Share 
Tomorrow 
SOCIOlogy 

The Norad Story 
Fuel Element Story 
Koppers 

Spic and Span 
King’s Beer 

Smith Brothers 


Cities Service 
Prudential 


Thermoid Brake Service 


Vacation Afloat 


Industry on Parade 


Saratoga Feature Races 
Weighing While Con 
veying 


Two Weeks with Pay 


Hero Next Door 

Needle in the Sky 
Materials Key f 

Progress) 

A Case for the Future 
You Save Time and 
Money with 

a Davidson 

Proven Guides 

Toys 

Voice of Amer. Series 

Crashing the Water 

Barrier 

Challenge on the Lake 
This Way Up 

Five Miles West 

A Report from Budd 
Over 100 Newsfilms 


for 


Sponsor 


Corning Glass Works 
Bell Lab. (U.S.A.F 
Bell Lab. (U.S. Army 
1.B.M 
Asbestos Cement 
Pan American World 
Airways 

Pan American Wor 
Airways 

Container Corr 
Monsanto Chemica 
Corning Glass Work 
Herald-Tribune Fund 


1S. Government 


U.S. Rubber ( Fletche 
D. Richards Inc 
General Motors 
Pontiac (MacMan 
John & Adams 

N.Y. Stock Exchange 


McGraw-Hill Book ( 
U.S. Air Force 
U.S. Information Ag 
Van Sant Dugdale, Inx 
Young & Rubicam In 
Vickers & Benson Ltd 
Castor, Farrell, Hiltor 
Chesley 
ington & Co., In 
each McClinton, In 
Thermoid Co 
Independent Prod 


Nat 


Ja Assoc. of Mfrs 
Saratoga Raceway 
Cashin, Inc (Albany 
Division Tobir 
Packing 

98th Inf. Div. Arty 
USAR 

Civil Air Patrol 

Civil Air Patro 


eas 


U.S. Air Force 


Case Inst. of Tect 


The Davidson Cory 


Marte r P in 
Miarts & Lundy, ir 


Wershaw-Goulad In 
Socony-Mot 
Socony-Mobil O 
Sikorsky Aircraft 
Volkswagen, GmbH 
Budd Company 
IBM, American Air 
lines, Socony-Mobi 
Oil, Trans-World Air 
ines, General 


Dynamics 


Producer 


DONALD S. 
MC CHESNEY 
ithaca, N.Y 


MICHENER & 
O’CONNOR 
Harrisburg, Penn 
MODE ART PICTURES 
Pittsburgh, Pa 

M.P.O. PRODUCTIONS 
New York, N.Y 


MULLER, JORDAN & 
HERRICK 
New York, N.Y 


OWEN MURPHY 
PRODUCTIONS 
New York, N.Y 


NEWSFILM, U.S.A 
New York, N.Y 


PATHESCOPE CO 
OF AMERICA 
New York, N.Y 


JOHN PATRICK 
Suffern, N.Y 


PENNEBAKER FILMS 
New York, N.Y. 


PHOTO ARTS PROD 
Philadelphia, Pa 


DAVID PIEL, INC 
New York, N.Y 


ROY PINNEY PROD 
New York, N.Y 


Q.E.D. PRODUCTIONS 
New York, N.Y 


Productions Filmed with ARRIFLEX 


The Birds of Kenya 
The Turkana Country 
Preparation of Bird 
Skip 

Man to Kr 

Hugh $ 


Ty < 


V Se 
Re 


A Mile to Eld 
The Big Trair 
New Shade t Greer 
Design for Dreaming 
The Good Seed 

alf and Egg 
Ma 


New 
tgun Handling 
rd is Spreading 
ring Dealer Film 


vate Line Service 


sdline: 53 Minute 


High Piaces of the 
Mind, Small Town 
U.S.A., Challenge of 
the Atom 
Share a Pri 


Sanctuary 
ud Traditio 
Sword & Shield, The 
Intelligence Cycle 
Intelligence & You 
Better Business Burea 
Story 


Public Service 
Esslinger 

Sight Series 
Greystone W ine 
Torture Test 

Felton Sibley 

Wish y« Were Here 
judy Lee 

services fo Youth 
Case of Protection 


peecgomax 


laymar Ruby Slacks TV 
Commerial 


Puritan Shirts TV 


Comm 


ecrets of Nature 


Fashions in Paris 
Benny Goodman 
Brussels 

Vespa in N.Y 
This is Avianca 


Producers Choose ARRIFLEX! 


Sponsor 


Self Produced 
Self Produced 
Self Produced 


Repub. State ¢ 


Penn. Bankers Ass 


Ford Motor C€ 


Amer. Physical T 
Reynolds Metals 
N.Y. Central R.R 
U.S. Air Force 

General Motors 


| 
Eli Lilly 
American Cyanan 


Chemstrand Corr 
Rem ngton Arms 
Union Carbide 
McGraw-Hill 
Socony-Mobil Oil 
Natl. U.S 


Comm 


Chamber 


Univ. of Notre Dame 
N.J. Bell Telephone 
Field & Stream 
Firestone Tire & Rubbe 
Firestone Tire & Rubb« 
Amer. Tel. & Tel. Co 


United Cerebral Pals 


S. Information Ag 


U.S. Marines 
U.S. Navy 


Assoc. of Better 
Business Bureaus 
Better Business Bure 
& Natl 


Funeral Dire 


Assoc. of 


self Produced 


U.S. State Dept 


Bestwell Certair 
WRCV TV 

J.C. Cox Agcy 

Wills Eye Hosr 

Baver & Tripp 
Sandura 

J.C. Cox Agcy 

Boy Scouts of America 
Downs Carpets 

City of Philadelphia 
Bestwell Certain Teed 
Leeds & Northrup 


Ehrlich, Neuwirth & 
Sobo, Inc 
Ehrlich, Neuwirth & 
Sobo, Inc 


Photo & Film Library 


International Latex 
Studio 1, Westingh« 


Vespa, Corp 
olumbian Airlines 
S.A 





Producer 


ROBT. YARNELL RICHIE 
New Yerk, N.Y 


STEPHEN SHARF PROD 
New York, N.Y 


WARREN 8. SMITH 
Pittsburgh, Pa 


SOUND MASTERS 
New York, N.Y 


INC 


STUDIO SIXTEEN 
Reading, Pa 


BILL STURM STUDIOS 
New York, N.Y 


TELIC, INC 
New York, N.Y 


TRANSFILM INC 
New York, N.Y 
TRIDENT FILMS INC 
New York, N.Y 


TRI-J FILMS INC 
New York, N.Y 
VAVIN, INC 

New York, N.Y 


ROGER WADE PROD 
New York, N.Y 


ACE WILLIAMS TEMBO 
PRODUCTIONS 
New York, N.Y 


WONDSEL, CARLISLE 
& DUNPHY 
New York, N.Y 


Productions Filmed with ARRIFLEX 


Arees of Promise 
Pipeline of Progress 
Research in Stee! 
Mellah 
Eliahus House 
Decisior 
Metals, Mills & Men 
Molecules Mean Money 
Light Oil Plant 
Pius a Little Bit More 
lohn Kane Hospital! 
»peechiess by Mistake 
Floor Show 
Assignment Venezuela 
Freight by Flexi-Van 
Challenge of the 
Future : 

ailing All Ducks 
Medical Defense 
Against Chem. Warfare 
African H 


Billfish Safar 


hiday 


in the Greer 
The Tenth Challenge 


Time Oust tor "mm y 


Sponsor 


Dresser Industries 
Amer. La Pipeline Co 
U.S. Steel 

World ORT 

World ORT 
National Educ. TV 
Pittsburgh Stee! 
Koppers Co 
Koppers Co 
Pittsburgh Stee 
WQED-TV 

Amer. Tel. & Tel. C« 
Amer. Tel. & Tel 
Creole Petroleurr 
N. Y. Central R.R 
Sun Oil Co 


Olin Mathies« 
U Ss Navy 


tin Mathiesc 
McLouth Stee 
J.S. Golf Asso 
United Fndn 
Jnited Fund of Greater 


of Detroit 


Ohio 


nd of Berks 


Lima 
United F 
ounty 

Self Produced 
James T. Chir 
James 

James 

James T. Chirurg 
James T. Chirurg 

New Holland Machine 
New Holland Machine 
New Holland Machine 


New Holland Mact 
Armstrong Cork 
Ar nstrong Cork 
Armstrong Cork 


Sperry-Gyroscope 


8.6.0 


fice of B Ce 
to the Brussels Fair 


J.S. Information Agcy 


| Refi, 
French Gov. Tc 
Am. Soc. of Trave 
Piazza Montic 
French Wind Comn 
Moroccan Govt 
Reader's Digest 
Sports Illustrated 
Baltimore & Ohio § 


Rr’s, N.Y 
U.S. Navy 


Assoc 


S. Air Force 
Mutual Buying 
Rayon Institute 
Arrow Shirts 


AVISC( 


TV Release 
TV Release 
Sun Oil Co 

Rubber 


Producer 


SOUTH ATLANTIC 





FEATURE STORY FILMS 
Clermont, Fla. 


FLORIDA FILM PROD 
Coral Gables, Fla 


PAUL R. ILYINSKY 
Palm Beach, Fla 


MONUMENTAL FILMS 
Baltimore, Md 


SCOPE, INC 
Coral Gables, Fia 


SHAMROCK STUDIOS 
Winter Park, Fla 


SOUNDAC PROD 
Miami, Fla 


WASHINGTON VIDEO 
PRODUCTIONS, INC 
Washington, D.C 
FRANK WILLARD 
PRODUCTIONS 
Atlanta, Ga 


NORTH CENTRAL 


ATLAS FILM CORP 
Oak Park, til 





RUSSELL R. BENSON 
PRODUCTIONS 
Indianapolis, Ind 


THE CALVIN CO 
Kansas City, Mo 


Productions Filmed with ARRIFLEX 


Forward March 
Playland of the Seaway 


Wild Women of 
Wongo 

Mr. Withers Stops The 
Clock 

Crashing The Water 
Barrier 

Chevy Dinah Shore 
Show 

Ford Motor Co. Show 
Pabst Bive Ribbon 
Beer Commercials 

L. Welk Commercials 
Climax Commercials 
The Official Orange 
Bow! Annual Film 
Champs of the Alcan 
Run 

An American Tradition 
Great Moments of the 
Dance 

The Magic Switch 

The Magic Cylinder 
Keep Maryland 
Beautiful 

Strikes and Spares 


TV Commercials for 


se Darcel Spots 
Field of Corn Spots 
Television Girls 
lenny and The Chimp 
>ateway fo the Moon 
A Dozen and One 
Numerous TV Film 
ommercials 


Heart 


f a Stranger 


sunnery & Tact 
The FIOOA 
Air to Ground Gunnery 
Air to Air Gunnery 
That They May Have 
Life 

rossroads 
Toward the Summit 
At Denison 
A Place To Go 


The Silver Dollar Story 
In the Culver Tradition 


In The Edge of History 


urgical Technique of 
Chemopallidectomy 


~o-Ral 
Your Finest Hour 


Mariex 


Sponsor 


C.G. Conn Band Inst 
Alexandria Bay, N.Y 
Chamber of Commerce 


Tropical Pictures, Inc 
Paul Alley Productions 
Marathon TV 


Mobil Oil 
Van Praag Production 


Socony 


Van Praag Production 
Van Praag Production 


Van Praag Production 
Van Praag Production 
Orange Bow! Com 
Van Praag Production 
U.S. Natl. Guard Assoc 
Mr. Frank Hale and 
imperial Dancers 
Black & Decker Mfg 
Coastal Foods 

State of Maryland 


w.8 
Nat! 
Baltimore Fed 


Doner 
Brewing Co 
Sav. & 
Loan, Koester Baking 
Co 

Deita Air Lines, Texacc 
Copeland Sausage 
Rega! Beer 
Beer, Seaview Indus. & 
Vazol 
Brown Ass 
Fleischman’s Margarine 


Corona 


ates 


Color Conversion Corp 
Cole Enterprises 
Hal Carringt 


U.S. Air Force 
U.S. Air Force 


Riley Memor 


Crossroads Rehabilit 
ation Center 

Der son University 
Denison Un 
United Fund of 
Indianapolis 
Grinnell College 
Culver Military 
Academy 

Western College for 


versity 


Greater 


Women 
Dr. C. Basil Fa 
nevro-surgeor 


apolis 


sset 


Indiar 


Chemagro Corr 
United Fund 
Phillips Petroleur 


America’s Most Successful 





Producer 


THE CALVIN CO. 
Kansas City, Mo 
(Continued) 


CAVALCADE PROD 
INC. 

Lake Zurich, tl. 
CENTRON CORP. INC 
lawrence, Kansas 


CHRISTENSEN-KEN- 
NEDY PRODUCTIONS 
Omaha, Neb. 
CINEFONICS INC 
Morton Grove, II! 


COLMES-WERRENRATH 
PRODUCTIONS, INC. 
Chicago, If. 


JOHN COLBURN 
ASSOCIATION, INC 
Wilmette, tll 


COMMERCIAL FILM 
COMPANY 

Western Springs, I! 
CONDOR FILMS, INC 
St. Louis, Mo. 


CORONET INSTRUC- 
TIONAL FILMS 
Chicago, Il! 


THOMAS COUNTRY- 
MAN FILM PROD. & 
CONTINENTAL FILMS 
Minneapolis, Minn 


Productions Filmed with ARRIFLEX 


Adams Ranch 

In the Middle 

The Grapevine 
Processing Nuclear 
Reactor Fuels & Wastes 
The Perennial Guest 
The Greatest Gift 
Exploring God‘s 
Wonders 
Transportation By 
Water 

Contract Maintenance 
Our Big Issue 


Cook Calling 

First From Space 
Guys and Dials 

A New Look at Instru 
ments 

Starting With Sears 
Muscles of Control 
Non-Root Follier Feed 
ing of Plants 

TV Commercials for 
Ski Tricks 

Windows fo the Future 
Powder to Plane 
Great Story of Corn 
1960 World Premiere 
The Magic Circle 

The Third Assembly 
Tomorrow is Now 
Grain Car Unloader 
Polo, the World's Fast 
est Game 


"IBM Newsree 
TV Commercials for 


The French Revolution 
Napoleonic Era 
Brahms and His M 

Boy of Renaissance 
Italy 

Liszt and His Music 
Leonardo Da Vinc 
Simple Plants, Bacteria 
Midnight Ride of Paul 
Revere 

Mother Goose Rhymes 
The Sea: Background 
tor Literature 

The Wide Wide Sea 
Colonial Fam. of New 
France 

U.S. Expansion: Texas 
U.S. Expansion: Oregon 
Boy of a Frontier Fort 
Gold Rush Days 
Christmas on Grand 
father’s Farm 

The Vikings and Their 
Explorations 

Edgar Allan Poe 

The War of 1812 
Launching the New 
Government 

Amer. Literature: The 
Westward Movement 
Report From Spain 
Operation Man High 
The Human Side 
Instant Electric Copy ng 
Bright Warning 

It’s Easy to Bend 
Investing in Your 
Future 

Choosing Games for 
Children 


Sponsor Producer 


Phillips Petroleum 
University Films 
University Films 
Union Carbide 


CUMMINS PROD. 
Chicago, Ill. 
WILLIAM E. DENEEN 
Huntington Woods, 
Michigan 

Dow Chemical Co 

New Vision Foundation 

Scripture Press 


McGraw-Hill Book Co 


U.S. Air Force 
Omaha Development 
Council 

Cook Electric Co 
Army Ballistic Missile 
Air Research & Dev 
Air Research & Dev 


EMPIRE PHOTOSOUND 
INC 

Minneapolis, Minn 
Sears, Roebuck & Cc 

Fisher Governor Co 

Atomic Energy Comr 


Norge Washer & Dryer 
Evinrude Motors 
Continental Can Co 
Aeroquip Corporat 
Funk Bros. Seed Co 
J.1. Case Co 
Johnson Motors 
Lutheran World Fed 
Minneapolis-Moline C« 
Link Belt Co 

sk Bro 


IRVIN W. LA RUE INC 
Chicago, Ill 


yk Polo Clut 


Coronet Ir 
Coronet Instruc 
Coronet 


Coronet 


instr 
Instr 
c 


Coronet Instr 


’ 6 hia EDWARD FEIL PROD 
- pose scretor Cleveland, Ohio 
Coronet instruc m 


>ronet Instruc 


instruc 


FENTON MC HUGH 
PROD 


Evanston, Ill 


Instruc 


t instruc 


Coronet 


Coronet Instruc 


FILM ASSOC. OF MICH 
Detroit, Mich 


Instry 
Instru 


Instr 


FILM ARTS PROD., INC 
Milwaukee 4, Wis 


Instr 


instruc 
FILM PRODUCTIONS 
Minneapolis, Minn 


instruc 
GAMMA GRrouP 
Evanston, Ill. 
GRAPHIC PICTURES 
Chicago, II 


N.B.C 

C.B.S Conquest TV 
Minn. Dept. of Welfar 
Minn. Mining & Mfg 
Minn. Mining & Mfg 
O‘Neil-Irwin Mfg 
Dunwoody Industria 
institute 

American Family Inf 


Forurr 


Productions Filmed with ARRIFLEX 


Sponsor 


San Francisco 
ob Safety 


The Touch of His Hand 


Threshold of Terror 
The Heart of a Man 
The Little Ones 


Thailand, Land of Rice 
This Land Australia 
Indonesia, People of 
The Islands 

Manual of the Phillip 
ines 

Operation Giant 
Glacier Natl. Park 
Empire on Parade 
Out of the Earth 

Man Sometimes Con 
quers 

Sales Secret 
Phosphate, The Living 
Mineral 

A Promise 


TV Commercials 
Transposition of the 
Great Vessels 

are & Sterilization of 

rgeons Gloves 
Machine Mimics Man 
Heminephro-Ureterect 
omy of a Double Kid 
ney 


ihe erat 


ng Micr 
fc logit 


VE 
cope ir 
Surgery 
An Operation for Cure 


f Vesicovaginal Fistula 
Fire and Explos 
ards 


Anesthetics 


n Haz 
from Flammable 


High Speed Roll Forme 

*With Heart to God 

nd Hand to Man 

A College Meets a 

Challenge 

The Art & Beauty of 

Cashmere 

A Penny Saved 

Milprint Makes The 

Difference 

From Start to Finish 
san’s Show 

*Twice for the Money 

*Facts Abou 

“yy 


t Strofoam 
f Wheels 


rkmer 


hal t Change 


enge c 
ae Peatasns te 
rf ry 

hikar 
Hunt) 

The K Log 
Production on the Farm 
Paper in the Making 
The Meadowdale Story 
How to Watch a Race 


The Story of Cr 


de 
ime in Balance 


*Partia 


y Arritiex 


Producers Choose ARRIFLEX! 


Chicago Motor Club 
U.S. Post Office 
The Pontifical Inst 
for Mission Exten 
The Pontifical Inst 
for Mission Exten 
The Pontifical Inst 
for Mission Exten 
The Pontifical Inst 
for Mission Exten 
The Udylite Corp 
The Udylite Corp 
The Udylite Corp 


The Udylite Corp 


The Udylite Corp 
Great Northern Railway 
Great Northern Railway 
Intl. Minerals & Chem 
St. Paul Jr. League & 
Natl. Hemophilia Fdr 
Franklin Mfg. Co 

Intl. Minerals & Chen 
Corp., Phosphate Div 
Farmers Union, Centra 
Exchange 

Farmers Union, Centra 
Exchange 

Great Northern Railway 
Deknate! 

Becton, Dickinson C 
Baxter Laboratory 
Dr. K.S. Barber 


The Cyril Bath Ce 

Salvation Army of 
Greater Clevelar 

Fenn College 


Dalton of Amer 


Credit Union Nat 
Milprint Div. of Pt 
lip Morris Inc 
Johnson's Wax 
CBS TV Network 
Dow Chemica 
Dow Chemical 
Massey-Ferguson 
tors 

Pepsi-Cola 


Cc 


Central Cooperativ 
Cunningham Hay 
Conditioners 
Amer. Express ( 
Kellogg Switchboard 
and Supply Company 
Visking Corp 
St. Regis Paper 
L.W. Besinger & Ass< 
Meadowdale Inti 
Raceways 

Globe Oil & Refin 
Elgin Watch Co 


Ce 
Lo 





Producer 


THOMAS GREEN PROD. 
Eigin, I 


HARVARD PROD. INC 
Park Ridge, ill 


INDUSTRIAL MOTION 
PICTURES 


Cleveland, Ohio 


KELLY-ZAHRNDT-KELLY 
St. Lowis, Mo 
KENOSHA PUBLIC 
MUSEUM 

Kenosha, Wis 

KENT FILMS, INC 
Dayton, Ohio 


LEWIS & MARTIN FILMS 
Chicago, Il 


MIDWEST FILM 
STUDIOS 

Chicago, Ill 

FRED A. NILES PROD 
Chicago, Ill 


PARAGON PICTURES 
Evanston, Ill 


PRODUCERS FILM 
STUDIOS 
Chicago, Ill 


REGAN FILM PROD 
Detroit, Mich 


GEORGE RYAN FILMS 
Minneapolis, Minn 


SIGNAL FILMS 


Kansas City, Mo 


BILL SNYDER FILMS 
Fargo, N.D 


Camp Lincoln for Boys 
Camp Lake Hubert for 
Girls 


Dilemma 
The Bantam Met 
Materials Har 

w Method 
Now Hear th 
fonegate 
er 


A. Newsree 


slant on the 
t. Lawrence 


ndustrial’s 152 


A 
Vv 


Winr ing Contract 
The Finishing Touch 
The Wean Flying Pre 
Safe Packing 

Points for Progress 


» and P 


easures 


tt Safely 


Many Some 


n the « 


># the 


mpanie 


Brunswick-Balke- 
endar 

orn Product 
Refineries 

on Oil € 
Lions Int 
Kellogg 

ntl. Shoe 


rue Facts 

The Silent Enemy 
The Factual Fable 
Rx Increasing Pr 
m Sausage & 


Food Storage 
od Preparatior 
Food Serving 
Kaiser Curtain W 
Kaiser Dome 
even Million M 
White Power 


Ravenswood 


Acti 


casei if 


Hot Breads Round 
The Clock 
Misc. TV Commerciz 


To The Neighbors 
Farmer With a Futu 
Big Family 


North Dakota, The 
Changing Picture 
Melroe Method 

The Davis Story 

The First Twenty 

Let’s Go To The Villac 


Productions Filmed with ARRIFLEX 


Sponsor 


Fred Rogers 
Fred Rogers 


Bill Adams 


Schield Bantan 


stenhens-Adams 
Manufacturing 
~ 5. Johnson Co 
ndustrial Filter & 
Pump Mfg. Co 
Special Trans. Comn 
f Ohio Railroad 
Euclid Div. of G.M.C 
prayon Products 
Wean Equip. Corp 
United Van Lines 
United Van Lines 
Kenosha Museum 
Kenosha Museur 
Kenosha Museum 
Amer. Sunday S 
Forward, Inc 
Gordon Productions 
Post Office 


DuKane Corp 


S. Air Force 


U.S. Post Office 


argest and smaiiest 


ntr 


MA ller Can 
Ridgway Adv 
Lions Inti 

Leo Burnett Co 
Krupnick & Assoc 


Motor Wheel Corp 
Rust Oleum Corr 
A.E. Staley Mfg 
A.E. Staley Mfg 


U.S. Navy 
U.S. Navy 

Kaiser Alum. & Cher 
Kaiser Alum. & Chen 
Kaiser Alum. & Chem 


Navy 


Young & Rubicar 


Edsel-Ford Motor 


Betty Crocker-Ger 
Mills 
Adv. Agencies, Inc 


American Red Cross 
Consumers Coop 
Herald of Healing 
Childrens Home 


Greater North Dakota 
Association 

Melroe Mfg. Co 

N.D. Republican Party 
Grain Terminal Assox 


Childrens Vill. Assoc 


Producer 


TELECINE FILM 
STUDIOS 
Chicago , ill 


TRESSEL STUDIO 
Chicago, Ill 


UNITED FILM AND 
RECORDING 
Chicago, Ill 


THE VENARD ORGAN- 
IZATION 
Peoria, Ill 


VERN WESBY ADVEN 
FILMS 
Chicago, Ill 


VIDEO FILMS 
Detroit, Michigan 


SOUTH CENTRAL 


CONTINENTAL FILM 
PROD. 
Chattanooga, Tenn 





IDEAS ILLUSTRATED 
Dallas, Texas 


JAMIESON FILM CO 
Dallas, Texas 


KEITZ & HERNDON 


Dallas, Texas 


KENT LANE FILMS 
Louisville, Ky 


Zoo Parade series 

World Safari series 

Great Enterprises 

Ideas and Film 

The House That 

Research Built 

Bill's Better Breakfast 

hicago Youth Rally 

oking Magic 


»balt 60 Reloading 
Thickness Gauging 
Jutdoor Education 


Paper Troubles 
Half Tones 

rface Plates 
Deep Etch Plates 
Handling Plates on the 
Press 
The Sunny Rock 
Atomic Primer 
Edgar Allan Poe 
Gas Laws 
Conservation of Energy 
Extra Dividends 


Because Men Dream 


As Ye Know 
Stranger in the Family 
Quality House 


4-H Here and There 
Here & There with FFA 
Stee! Wire In Agricul 
Stee! Wire In Indus 
Something to 

Crow About 


Gateway to Adventure 


McCook Firemen in 
Action 

Alaskan Adventure 
Polar Bear Adventure 
TV Clips for 

Welk TV Show 


The Eighth Wonder 
hange of Pace 


Full Measure 
The Bus and Us 


The Answer 
The Next 
Hundred Years 
A Better Way 


The Wizards of Oz 
San Angelo Story 
Fort Worth Story 
Fuels for Arentina 
Folksinger 


City In The Sun 
The Third Crusader 


Confession TV show 
Texas in Review 
Various TV Spots 

Dr. Pepper 

Theatre Trailers 

Lone Star Gas TV Series 
Standard Oil Road Test 
*That Word Progress 
*The Eighth Lively Art 


*Partially Arriflex 


Productions Filmed with ARRIFLEX 


NBC-TV 
NBC-TV 
Chicago Met 
Bell & Howe 
Universal Tt 
Panel 
Cereal Instit 
Coca-Cola 
~ons lated Book 
Publications 

Atomic Energy 
Atomic Energy Comr 
Cook County Forest 
Preserve 
Lithograpt c Tech. Far 
Lithograph 


Tech 


Fdn 
Lithograpt Tech. Fdn 


Lithograpt ech 


Lithograpt 


thograph 
of Ct 
ynet F 
ynet Films 
sronet Filr 

Standard Car Truck Cc 
Jewish Fed, of Metro 
Chicago 
Dept. of Put 
Dept. of Publ 


Welfare 


Lathing Fdn 
Chicago 

Funk Bros 
New Idea Farm Equir 
Keystone Stee! & Wire 
Keystone Stee! & Wire 
Sears- Roebuck Fdn 


Seed C 


Ft. France 
Comm 
McCook, |! 


Self Produced 
Self Produce 
Plymouth [ 


R x4 


Fontana V 
Services 
Westingho 
Schoo! Safe 
Assoc 

Waco United F 
Louisiana State 


Tyler Pipe & F 
Co 

Medical Plastics Lat 
San Angelo Indus. Ir 
Southwestern Bell Te 
Fish Engineering Corp 
Documentary 
sored 


Unspc 


Bell Te 
Chance Vought Air 
craft 

Confession, Inc 
Humble Oil & Refining 


Southwestern 


Dr. Pepper Co 


Lone Star Gas Co 
Standard Oil of Ind 
General Electric 


General Electr 


America’s Most Successful 





Producer 


LOPEZ FILM STUDIOS 
Baton Rouge, La. 


SOUTHWEST FILM 
CORP. 

Dallas, Texas 
VISION FILMS, INC. 
New Orleans, La. 


MOUNTAIN 


ALEXANDER FILM CO. 
Colorado Springs, Col. 


DICK DURRANCE FILMS 
Aspen, Colo. 


WARREN GARST WILD- 
LIFE ENTERPRISES 

Ft. Collins, Colo. 
HUGHES SOUND FILMS 
Denver, Colo. 


RIPPEY, HENDERSON, 
BUCKNUM 
Denver, Colo. 


SOUTHWEST FILM 
INDUSTRIES 

Tempe, Arizonc 
PATRICK WELCH 
Boise, idaho 
WESTERN CINE PROD 
DIV. WESTERN CINE 
SERVICE INC. 
Denver, Colo. 


PACIFIC 


ALL SCOPE PICTURES 
Hollywood, Calif. 


Productions Filmed with ARRIFLEX 


*Union Tank Car Co 
Rosedown Plantation 


Boat Club of 

Baton Rouge 

A Better Way 

Next Hundred Years 
Ft. Worth Story 
Tulane Portrait 
Offshore Sulphur Min 
Food and th= River 


Light on Democracy 
Cool Clear Water 
The Wheel 

Theater commercials 
for: 


TV commercials for 


Ski Time In Aspen 

Ski West 

Snowblast 

TV series, Bush 
Bavarian 

TV films (Ski & Kayak) 
Chilean Ski Footage 


Wild Animal Families 
Home Builders of the 
Plains 

Five Lives 

Passing The Test 
Titan ICBM 


The Home Show 

The Barrier Between 
Colorado Carnations 
The Flower of Ever 
lasting Springtime 
Color Harmony for 
your Home 

Frontier Vacationland 
Idaho Legend 

One Mile Closer to 
Heaven 

How to Make Your Pine 
Polesa last longer; 

The Wonder Wood 
Selling Big Aggie Land 


Five Education Films 
Comm. unnamed-TV 


Giants at Little Valley 
Limerock-Plus 


Colorado Cares 


Grand Canyon Holiday 
Gold Carpet to Ele 
gance 

So We May Breathe 


The Closed Loop 
Truce Hydraulic Digger 


Air Force Non-Destruc 
tive Testing 
*Partially Arriflex 


Sponsor 


Public Relations Board 
Chicago, Ill. 
Charles Haines 


Luis, Amedes 


Tyler Pipe & Fndry 
La. State Univ 
Southwestern Bell Te! 
Tulane University 
Freeport Sulphur Co 
N.O. Chamber of 
Comm 


Fed. Postal Emp. Assoc 
Ranney Water Methods 
National Cooperatives 
Pontiac, Motorola, 
Seven-Up, Philco, Ram 
bler, De Soto, Youngs 
town Kitchens, Willys 
Jeep 

Pontiac, Shamrock Oil 
& Gas, Union Pacific 
R.R., Motorola, Seven 
Up, Philco, Youngs- 
town Kitchens 

Aspen Skiing Corp 
Theo. Hamm Brewing 
E.F. Taylor Mach. Co 
Anheuser Bush Brew 
ing 

Bulova Watch Co 

Pan Am. World Air 
ways 

Film. Assoc. of Calif 
Encyclopedia Britannica 
Films 

American Medical So 
Wynn Oil Co 
Martin-Ballistic Miss 
ile Div. U.S.A.F 

NBC 

U.S. Dept of Interior 
Colorado Flower 
Growers Assoc 


Colorizer Associates 


Frontier Airlines 
idaho First Nati. Bk 
Mt. States Tel. Co 


Osmose Wood Preser 
ving Co Inc 


WNAX-Cowles Broad 
casting 
United World 


Atlas Powder Co 
idaho Portland Cement 
Colo . State Health 
Dept 

American Airlines 
Continental Airlines 


Natl. Fdn. for Asth 
matic Children At 
Tucson 

Glenn L. Martin Co 
Truco Denver 


Producer 


CARMEL INDUSTRIAL 
FILMS 
Carmel, Calif. 


CHARLES CAHILL & 
ASSOC. INC. 
Hollywood, Calif 


CATE & MC GLONE 
Hollywood, Calif. 


COPLEY PROD 
San Diego, Calif 


DUDLEY PICTURES 
CORP. 
Beverly Hills, Calif 


F.M. PRODUCTIONS 
Los Angeles, Calif. 


A.J. FRANZ & SONS 
San Francisco, Calif 


OZZIE GLOVER PROD 
Hollywood, Calif 


HOLLYWOOD TRAVEL 
PRODUCTIONS 
Sherman Oaks, Calif 


HUBBARD HUNT PROD 
Hollywood, Calif 


JOE MAESTRO FILM 
PROD. 
San Diego, Calif 


Productions Filmed with ARRIFLEX 


Seed to Saled 
Thinnirg Lettuce 
Harvesting 
Grading 
Packing 


impact 


TV Commercials for 


Holiday In Hawaii 
Flight Plan ‘57 & ‘58 
Our Islands of Hawaii 
Working With Skydrol 
Company Manners 
Moment of Decision 
Going Places (1958 
Mobilgas Economy 
Run) 

TV Spots for (series) 


The Copley Press 
R.O.P. Color 

City Room 
Classified - America’s 
Market Place 

San Diego County 
Safari City 
Where All Road 
Travel Tips 


lead 


Lion Dancers 

Tracer Test 

Fabulous Land 
Timeless City 

Tuna From Catch to Can 
Kingdom of the Sea 
Danger is my Business 


Whale Hunt 


Gateway fo the World 
Industrial Breakthru 
Party Line Problems 
Sea Wings 

Diodes 

On Learning to Drive 
Carefully 

Mexico City 
Navohoe Missile 
River of Controversy 
Port of LA 


Rogue Rhino 


A Band is Born 

The Heavens Declare 
Harmony in Industry 
Hawaiian Holiday 


Un Corrido de Tores 
This Land of Ours 
Tropical Fantasy 

A Salesman With a 


Story 


The Progress Chroma 
tograph 

Datarite Rapid Progress 
Magazine 

The C.E.C. Plexicoder 
Modern Diecasting 


Portland Rose Festive 
San Antonio Fiesta, 
San Jacinto 
Fiesta Del Pacific 
Diego 

Miss Universe Parade 
Long Beach 


San 


Producers Choose ARRIFLEX! 


Sponsor 


Holme & Seifert 
Holme & Seifert 
Holme & Seifert 
Holme & Seifert 
Holme & Seifert 


Univ. of Calif. and 
American Motors 
General Petroleum 
Socony Mobil Co., Ply 
mouth, S. Calif. Ply 
mouth Dealers, Vic 
Tanny Gyms 


United Air Lines 
United Air Lines 
Hawaiian Airlines 
Monsanto Chemica! 
Union Pacific 
Monsanto Chemical 
General Petroleum 


United Air Lines 


The Copley Press 
The Copley Press 
The Copley Press 
The Copley Press 


The Copley Press 


Universal-Internat 

Universal-internat’! 
Universal-internat’! 
Universal-laternat’! 
Universal-internat’! 
Universal-internat 

Warner Bros 


Chicken of the Sea 
TV Series 
NBC TV Series 


Self Produced 


L.A. Harbor Div 
Hughes Aircraft 
Pacific Tel. & Tel 
Lockheed Aircraft 
Ramo-Wooldridge 
City Schools Bus 
System 

Western Airlines 
Thompson Products 
Colorado River 
L.A. Harbor Div 


T.V. release (V. Hal 
perin 

ind. Order of Foresters 
Bible Inst. of L.A 

Die Cast Products 

San Fernando Valley 
Court 

Ind. Order of Foresters 
Ind. Order of Foresters 
ind. Order of Foresters 
Security Natl. Life Ins 


Cons. Electro-Dynar 
Cons. Electro-Dynar 


Cons. Electro-Dynamics 
Harvill Diecasting Co 


Rose Festival Asso 
San Jacinto Assox 


Ozzie Music Company 

























































































































































Producer 


NEW WORLD PROD 
No. Hollywood, Cal 
PAD PRODUCTIONS 
Daly City, Calif 


W.A. PALMER FILMS 
Sean Francisco, Cal. 
PARTHENON PICTURES 
Hollywood, Calif 
PICTURES FOR BUS- 
INESS 

Holly wood, Calif 


RARIG MOTION Pic- 
TURE CO 
Seattle, Wash 


RILEY JACKSON PROD 
Holly wood, Calif 


RIVIERA PRODUC 
TIONS 

San Pedro, Calif 
FREDERICK K. ROCKETT 
COMPANY 

Hollywood, Colif 


TELEPIX CORP 
Hollywood, Calif 


PAUL TERRY PROD 
Sen Fernando, Calif 


THEATRE OF LIFE 
Hollywood, Calif 
FRANK W. VAIL PROD 
San Francisco, Calif 


VISION, INC 
Spokane, Wash 
GENE K. WALKER 
PROD 


San Francisco, Calif 


Productions Filmed with ARRIFLEX 


Search for Well-Flo 


Index 


Mypnoftismn Con 
fidential 

Experiment Perilious 
The immoral Mr. Tease 


Childbirth under Hyr 
nosis 

Stand By 

Tools of Telephony 
Horizons Beyond 
Ball Fracturing; Fra 
Assist Pr 
Center of Hollywood 
Ready to Go 

Proof of Reliabil 


ceaure 


ity 
alifornia Color 
Welcome to Music 
dollars by the Bag 
Public Service 
ne is Too Many 


Down fo Earth 


Minuteman Ground 
Equipment 
Tr 


Ten Film silers 


xteen 27 min. Films 
Your Career 

Dangerous Life 

ynal Oil Commercials 
Fiat Commercials 
erseymaid Cor 
mercials 
, 


even Up Training F 


Project | 


Let's Keep Amer 
Beautiful 

Story of Boron, Y ’? 
Economy Run 

alif. and Its 
Natural Resources 
urves and Figures 
Ems 


Report ft oyees 


7 


N r< 
Ditching Technique 
~hoice in China 


The Size of a Smile 


Mankind is my 
Business 
Story of Proftit-Sharir 


TV Spots f 


High Sierra 


sneyland 


anyon River 


New Maga € € 
creer 
TV Spot 
Maw aiiar dv 
3 E ; 
festream 
Taproots to 
ving Water 
‘ J its B 


Wine ar 


Lane-Wells 


Self Produced 


Self Produced 
Self Produced 
Self Produced 


Jnited Bay Area 
—rusade 

Western Electric Co 
Amer. Tel. & Tel. Cc 
B.J. Service 


Scott Buick 


Western Gear Corp 
Bilan Productions 
Treasure Pictures 
Caminol Oil Co 
WRCV-TV 

Pacific Coast Assox 
of Pulp & Paper Mfrs 
Jnited Good 
Neighbors 

Boeing Airplane Co 


Wash. State Health 
Department 
Weyerhaeuser Timber 
Co 

TV Syndication 
Signal Oil Co. of Ca 
Fiat Motors 
Jerseymaid Milk Pr 


Seven Up 

Cinema G j 
Richfield Corre 
Richfield Oil Corp 
Richfield Oil Corr 


E.K. Williams Cc 
Kaiser Stee! Corp 
Lockheed Aircraft 
Corporation 

U.S. Navy 

).S. Air Force 


Amer. Fine China G 


leveland United 
Appeal 
Indianapolis United 
Fund 
Sears Roebuck & Co 
American Healt? 


studios, Mickey Mouse 


b, Mattel Toys 
elf Produced 
elf Produced 


elf Produced 


Pathe News | 


Leo Diner Films 
Warner-Pathe News 


Vision, Inc 


tandara Oi} of Cait 
East Bay M 


jtility Distr 


nicipe 


Wine Advisory Board 


Sponsor 


{ 


Producer 


JERRY WARNER & 
ASSOCIATES 
Hollywood, Calif. 
NORMAN WRIGHT 
PRODUCTIONS 
Hollywood, Calif 


ALASKA 


THE SHIELDS PROD 
Spenard, Alaska 


CANADA 


S.W. CALDWELL LTD 
Toronto, Ontario 


CHETWYND FILMS LTD 
Toronto, Ontario 


JACK CHISHOLM FILM 
PROD. LTD. 
Toronto, Ontario 


FLETCHER FILM PROD 
Toronto, Ontario 


KLENMAN-DAVIDSON 
PROD. LTD. 
Toronto, Ontario 


MASTER FILM STUDIOS 
Calgary, Alberta 


MOTION PICTURE 
CENTRE LTD 
Toronto, Ontario 


PETERSON PROD 
Toronto, Ontario 


REAL BENOIT FILM 
PROD. 
Montreal, Quebec 






missions. Arri and Arr 


America’s Most Successful 
Producers Choose ARRIFLEX! 


Productions Filmed with ARRIFLEX 


Love and Marriage 
Ful O Pep Story 
The Egg Factory 
We'll Take 

The High Road 
What's In It For You 


Alaska-Nature’s 
Paradise 
Faces of Alaska 


Fables of LaFontaine 
Good Year, Rothman 
Cigarettes 

Quarrie Operation 
Star Weekly 

Central Circle 

The Broken Dol! 


World of Silence 

3 Film Stories in Spain 
The Big 2, The Claim 
Stakers 

The Blind River Story 
Mine Makers 


Sellarama 
Waterway Holiday 


A Life to Give, Death 
of a Christian, The 
Royal Door, 

Private Invitations 
Living With a Handicar 
t Makes Sense 

Thrill Driver 

Shipmates 


From the Four Corners 
This is Canada 
TV Commercials for 


Now That April's Here 
A Home of Their Own 


Dil is a Scientific 
Business 
>as Line East 


Stampede Stop-Over 
Alberta-Province of 
pportunity 

Meet Your Gas 
~ompany 

Valley of the BOW 

A Chance in Sight 


His Crucible 

Made In Heaven 

A New House for God 
Accredited to Canada 
House on Barracks Hil 
A Matter of Taste 
Novelty, Utility and 
You 

Aluminum Oil Cans 


; 


TV Commercials for 


The Lost Missile 
Many TV Shows 


flex are registered trademear 










Sponsor 


Coigate-Palmolive Co 
Quaker-Oats Co 
Quaker-Oats Co 
Amer. Road Builders 
Association 

Oil & Gas Journa 


Gaudart Prod 
Young & Rubican 


Canada Crushed Stone 


Cockfield, Brown 
National Film Board 
Intario Safety League 
& Attorney-Generals 
Dept 

Canadian Broadcasting 
Canadian Broadcasting 
Yntario Dept. of Mines 


joy Machinery Co., Ltd 
Canadian Ingersoll! 
Rand Co., Ltd 


Theatre Confections 
td 
Ontario Govt. Dept. of 


adian Broadcasting 


Canadian Broadcasting 


Dunlop-Canada Ltd 


nlop-Canada Ltd 


Navy League of 

anada 
Baptist World Alliance 
Theatrical 
Canadian Menta 
United 


Appeal for Toronto 


Health Assoc 


interntl. Film Dist 


Ontario Homes f 
Mentally Retarded 


Children 


er 
Trans-Canada Pipe 
nes 

Self Prod 

P ° p + 
algary P d 


a ‘ . 
Westerr 


Natural Gas Company 


Calgary Power Ltd 


snadian Institute f 
The Blind 
Anglican Ch 
an B sstir 
. gags of ada 
Mot - Lever 
B and others 
v Birke Pr ctions 
an B asting 








sympathy, or interest in what takes 
place around it—a rather imper- 
sonal creation with its eye pri- 
marily on the balance sheet. How- 
ever, to others a corporation is 
more—much more. 

“It reflects the personality of 
those wher guide it. It is, in fact, a 
citizen of the community in prac- 
tically every sense of the word, 
with the exception of the right to 
vote. Between those two views we 
may find the status of practically 
every corporation. By its own 
course of conduct a corporation is 
placed somewhere along the scale 
between the inanimate and the 
good corporate citizen.” 

An enthusiastic spokesman of 
better personal communications all 
along the line; in business, the 
community, government and indi- 
vidual relations, president Robert- 
son’s image of a good corporate 
citizen’s responsibility for taking 
an active role in what it believes 
to be a general public need became 
the theme of Champion’s fourth 
picture in this public relations 
series—a film on communication. 

That film, Production 5118, is 
easily one of the most discussed, 
and most “profitable” picture ven- 
tures ever undertaken by an Amer- 
ican company. It has won six 
awards, including that of the Free- 
doms Foundation. It has developed 
a continuing flow of “fan mail” 
from its viewers and these include 
many company presidents and 
other top executives. 

And to date, it has enjoyed 
(under tight audience restrictions 
which exclude television showings ) 
68,993 showings to 2,909,023 
viewers. There probably isn’t 4 
single person among these who 
hasn't been stimulated to some 
kind of reaction to 5//8. A con- 
troversial ending has been well re- 
ceived by 80% of its viewers; 
about 20% have expressed some 
very positive sentiments that the 
ending should be changed. But the 
vast majority of those who have 
seen this picture and commented 
on it in stacks of letters have 
praised Champion’s courage and 
imagination in the handling of a 
topic which is much discussed but 
has had all too little done about it 
—at least on the screen. 

The story of Production 5118— 
and the decision to follow a 
broader course in Champion’s film 
concepts which made this film 
possible—began on May 22, 1954. 
The theme idea of “corporate cit- 
izenship” kept recurring in the 
company’s thinking. 

The result was a “film story 
within a story.” Production 5118 
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presents significant episodes within 
the life of one Philip Baxter, presi- 
dent of a corporation (mythical 
but very much “alive”) and it 
interprets the actions of its princi- 
pal characters through imaginative 
episodes in which the actors some- 
times impersonate the characters 
of the story and sometimes discuss 
the roles they portray. 

What Production 5118 aimed to 
achieve was the stimulation of 
thoughtful discussions among audi- 
ence groups on their own com- 
munications problems. You get an 
idea how widespread that result 
has been through just two of many 
thousands of audience comments 
like these: 

“The effect -on the audience was 
electric. After they caught their 
breath there was a full hour of 
discussion about the picture . . .” 
(American Viscose Company ). 

“We showed your Production 
5118 to several hundred of our 
employees in the Washington and 
Idaho area. The picture is so good 
and was so well received . . . would 
like to take it to all of our ap- 
proximately 11,000 people as part 
of our Human Relations Follow- 
Up Program (Pacific Tele- 
phone and Telegraph Company). 

Production 5118 began its audi- 
ence career in auspicious fashion. 
Its world premiere showing was in 
Mid-November, 1955 at the 8th 
National Conference of the Public 
Relations Society of America. 
Many large audiences at conven- 
tions and other assemblies have re- 
quested its showing as a featured 
event. At such places, a Champion 
spokesman usually appears and a 
brief epilogue talk is given. 

Major film awards at Columbus, 
Cleveland and Stamford were 
followed by the House Magazine 
Institute Award and the Golden 
Reel Award of the former Film 
Council of America. The Gold 
Medal award of the Freedoms 
Foundation is a cherished acknowl- 
edgment of its contribution to the 
“American way of life.” 

As a paper maker, Champion 
well appreciates the importance of 
supplementary, printed materials 
and its portfolio which accom- 
panies 5//8 has been cited by 
the Graphic Arts Association. 

* * * 
¢ On the premise that “what's past 
is only prologue” Champion em- 
barked on its latest and even more 
provocative film project in 1958. 

The company’s latest motion 
picture, 1104 Sutton Road, a 30- 
minute production in Technicolor 
(and its fifth made by Wilding), 
is based on a theme that can start 
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THE CHAMPION FILMS 
“1104 SUTTON ROAD” 


30 Minutes @ Technicolor 





@ This picture doesn’t “preach” 
productivity from the viewpoint 
of management—or from any one 
viewpoint. Instead, it portrays 
the many-sided attitude of one 
person toward productivity as he 
looks at it through the eyes of 

a husband, a worker, a foreman, 
and then, of the president of 

his company. Each time, he 
thinks he has the problem 

of productivity licked, only to 
encounter it, unchanged, 
assailing him on a new flank. 
Finally, the play’s central 
character does see something— 
the focal point of the problem. 
Imbued with new understanding, 
he employs it as president, 
again as foreman, again as a 
worker, and finally as a 

husband. Each time it works. 


Program Materials: in addition 
to the 16mm sound print of 
“1104 Sutton Road” there are 
bulletin posters, news releases 
and a “Meeting Leader’s Guide” 
containing suggested introductory 
remarks and discussion questions. 
A discussion-starting “trailer” 
film featuring individuals 
representative of typical groups 
is available on special request. 


“PRODUCTION 5118” 
30 minutes @ color 
@ This picture does not tell a 
story of a business or a product. 
It does dramatically spotlight a 
problem which concerns all 
people. Production 5118 is a 
mature study of personal 
communications—the way we try 
to transmit our ideas so they will 
be understood by others. It 
develops the simple and sound 
conclusion that only in an 
atmosphere of mutual under- 
standing can we achieve 
voluntary cooperation in our 
homes, our work, our community 
and in the world we all share. 
Program Materials: include a 
discussion “flip chart” and a 
Program Chairman’s Folio. 


‘“*‘DEEP ROOTS’ 
30 minutes @ color 


e@ This dramatic narrative shows 








The president sums it up 
in “1104 Sutton Road”— 


“Our people must be made aware 
that we are all in this together 


unified. That same unity must 


be extended to include our 
industry, our communities— 


yes, even our nation.” 





‘“*DEEP ROOTS’ 


how an industry developed the 
use of pine in making paper, with 
resulting changes in a typical 
Southern rural family’s lives... 


“GOOD BUSINESS” 
30 minutes ¢ color 


© Answering many basic ques- 
tions about our free competitive 
enterprise system, this film is 
about a company and its friends 
and neighbors. It takes viewers 
into crossroad villages, large 
cities, entire states—Ohio, the 
Carolinas, Texas—to show the 
human values of good business. 
Chats with the people who work 
for this particular company show 
how and where they work. Talks 
with members of their com- 
munities—ministers, school 
superintendent, banker and 
Chamber of Commerce secretary 
show that “all must profit to 
make good business work.” 


‘“*PAPER WORK’’ 
30 minutes @ color 


© The manufacture of fine paper 
is the theme of this picture. 
From pine forests to mills and 
inside the paper plant where 
pulp becomes the fine-quality 
paper, this film details both 
processes and attitude: one 
company’s standards and how 
they are maintained. Color and 
photography are combined with a 
rich musical score. 





A Champion among sponsors: 


(CONT'D FROM PRECEDING PAGE) 
a good argument almost anywhere 
in the business world today. That 
theme is—productivity. 

The argument arises, Champion 
Officials felt, because the word 
“productivity” means so many 
different things to different people. 
Some link it with automation, and 
they’re afraid of it or eager to 
embrace it, depending on their 
viewpoint. 

Others say it’s a dirty word that 
means “speed-up.” And still others 
hold that “productivity” is really a 
good word; that it embodies all the 
elements of free enterprise, com- 
petition and progress that have 
allowed American industry to rise 
to its present high position. 

But in its widest sense, pro- 
ductivity is a very abstract subject 
and a tough nut for the film writer 
to crack. More so if it is to be 
handled forthrightly for an indus- 
trial audience on all levels. 

The message of Champion’s 
latest film, completed and released 
via Modern on August 15, 1958, 
is that “the things you want, in 
material or any other form, come 
to you from others. But you have 
no real control over these. things. 
You only control what goes from 
you to others—products or atti- 
tudes or whatever it may be. So 
only if you produce more of what 
other people need and want can 
you indirectly control more of 
what comes back to you. And in 
the understanding of this lies the 
secret of productivity.” 

As in the case of Production 
5118, the film audience is just now 
warming up to the subject of 


Sutton Road. 700 prints are being 





kept in circulation through Modern 
exchanges and, like Production 
5118, this most recent picture is 
accompanied by excellent collat- 
eral materials of the same type. 

A preview print distributed by 
BUSINESS SCREEN on several test 
showings earned the commenda- 
tion of an oil company’s specialist 
in the field of labor economics as 
“the best treatment of produc- 
tivity” he has encountered. Used in 
a regular training course as a dis- 
cussion stimulator, it scored well. 

By December 1958, a total of 
5,462 showings to 195,180 viewers 
had been registered through Mod- 
ern’s 28 exchanges and the word 
was just beginning to get around. 

* * * 


¢ And how does Champion feel 
about the film medium, its role in 
the “corporate image” and the re- 
sults of this major effort? For one 
thing, Cal Skillman has noted: 

“While Production 5118 was 
not designed as a “sales” picture, 
one of the most startling develop- 
ments has been its use by our sales 
offices. Our salesmen are constantly 
being called on to show the film 
to many top management people. 

Mr. Skillman summarized 
Champion’s viewpoint toward the 
film medium in a talk at the Uni- 
versity of California last May: 

“They must meet an audience 
need as well as a company need. 
They’re a waste of time and money 
if they don’t. 

“And, finally, they must be con- 
sidered as only a part of continu- 
ous, long-range programs involving 
and complimenting many other 
segments.” e 








Autonetics’ Film on Inertial Navigation, America’s 


New “Eyes” for Space Travel 


ve Inertial navigation, which en- 
abled the submarines Nautilus and 
Skate to navigate precisely to the 
North Pole, is the subject of a new 
motion picture, Destinations of 
Tomorrow, released by Autonetics, 
a division of North American 
Aviation. 

Produced by Autonetics’ motion 
picture department under the 
supervision of Jay E. Gordon, the 
16mm, 12-minute sound and color 
film traces the development of 
inertial navigation systems. Since 
1945, Autonetics has developed a 
series of inertial autonavigator sys- 
tems for aircraft, missiles, and for 
possible use in space vehicles, in 
addition to those adapted recently 
for ship and submarine use. 


Destinations of Tomorrow de- 
cribes not only the basic scientific 
principles involved in the auto- 
navigator systems, but also the 
construction and testing of the 
equipment. Highlights include air- 
craft and missile applications — 
the F-86 Sabre Jet, the Air Force 
X-10 missile and the Navaho, as 
well as the USS Nautilus. 

The film was written and di- 
rected by Cal Reed, with photog- 
raphy and editing by Lee Dobbs. 

Available for public, non-theatre 
and television use, Destinations of 
Tomorrow may be obtained for 
showings upon request to the Pub- 
lic Relations Department, Auto- 
netics, 9150 E. Imperial Highway, 
Downey, California. } 


Life Story of a Satellite 


“Explorer in Space” Pictures Successful Launching. 
Explains Purposes and Benefits of Rocket Research 


Explorer in Space, 10-minute 
documentary believed to be the 
first complete motion picture rec- 
ord of a successful satellite launch- 
ing, has been released by the U. S. 
Information Service for distribu- 
tion through United World Films, 
Inc. 

Rating the importance of the 
Army’s achievement as one of the 
great scientific achievements of 
our time, the film explains the pur- 
poses of rocket research with its 
resulting data being made avail- 
able to scientists everywhere. 


Shows Assembly of Jupiter-C 

The assembly of the Jupiter-C 
rocket, 70 feet in length, is seen 
at Cape Canaveral, Florida, where 


Below: Army’s Jupiter-C rocket 


shown ready for a launch .. . 
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the most important test launch- 
ings have been made. 


Cameras showing the placing of 


the Explorer, with its sensitive in- 








Above: 


preparing 
test. Zirconium strips cut the tem- 
perature range. 


Explorer for 


struments, into the nose cone of 
the Jupiter, and then the success- 
ful launching is seen in actual pho- 
tography with animated sequences 
illustrating the succession of 
thrusts as the device soars into 
outer space at a speed of 18,000 
miles per hour. The final stage 
propels the satellite into orbit. 


How to Arrange for Showings 


Information regarding the pub- 
lic use of this film may be obtained 
by writing United World Films, 
1445 Park Avenue, New York 22. 


tee 





SPACE AGE FILM REVIEW 





A landing on the moon is depicted in scene from “Destinations of To- 
morrow,” Autonetics’ new film on inertial navigation. 


Photography: Space Science Tool 


“We may be sure that much of 
the information about outer space 
will be obtained by photography. 
Just as the camera has been the 
astronomer’s indispensable tool, so 
it will probably be the primary 
tool of the space scientist. 

“Take man’s first exploration of 
the moon, for example. We may 
safely predict that rockets in or- 
bit around the moon will be the 
first successful instruments for rel- 
atively close-up study of the 
moon’s surface—including the 
moon face which remains forever 
hidden from direct earthly view. 

“How are these orbiting rockets 
to give us the information they 
are sent to gather? Photog- 
raphy practically guarantees a sat- 
isfactory solution. Your imagina- 
tions will hardly be strained if 
you conjure up a rocket carrying 
automatic cameras with telephoto 
lenses and automatic processing 
equipment. Add the TV system 
needed to scan the finished film 
minutely and transmit the image 
back to earth and you have a 
capable instrument for doing the 
job. This possibility, I dare say, 
strikes you as much less fanciful 


than did the idea of sending photo- 
graphs by wire or wireless when 
this was first proposed a relatively 
few years ago... . 

“When man himself eventually 
goes out into space, it’s a dead 
certainty that he'll take his cam- 
eras with him. Of course, he may 
need some special optics—some 
newly designed equipment—inci- 
dental problems, I should say, 
which you will have to solve for 
ae 

“You are probably aware of 
current plans to study the spectra 
of Mars from a high-flying bal- 
loon, 100,000 feet above the earth. 
Surely these efforts foretell the day 
when man will visit this provoca- 
tive neighbor of ours. . . You and 
I may not live to see his triumph, 
but we'd better get busy with our 
preliminary assignments all the 
same. Keep in mind all the celes- 
tial reconnoitering by photography 
which must be done in advance.” 


Donald McMaster, Vice-President 
and General Manager, Eastman 
Kodak Company, addressing 

the Society of Photographic 
Scientists & Engineers, October 
9, 1958. iy 


THE BIG STH ANNUAL PRODUCTION REVIEW IS COMING! 


‘ry The authoritative, complete 
listing of all qualified producers 
of business and television film 
cross-indexed for easy reference 


use, will appear in February, 
"59. The 9th Annual Produc- 
tion Review contains many new 
features for the film buyer. 





Above: 








Take-off time for a Vanguard test rocket at Cape Canaveral. 


Cameras are in action as the giant egantry-crane is rolled back on the 
tracks. Cable tower at left holds power lines 


Motos PICTURES are an essen 


tial part of the Martin Com 
pany’s activities as a prime pro 
ducer of military aircraft and 
guided missiles for the nation’s de 
fense program 

Films serve two principal pu: 
poses for Martin: 

1. To keep the military and gov 
ernment agencies with which it has 
contracts fully informed on the 
progress and development of its 
space-age projects. 

2. To keep the public informed 
on those phases of its projects 
which have been declassified. 

Supervisor of motion picture 
photography for the company is 
Lee T. Dougherty, who has as- 
signed to him four cameramen and 
two assistant cameramen. Most of 
these men have been checked out 


for jet planes, since they must do 
a great deal of aerial photographic 
work. All of them are experienced 
in shooting missile launchings and 
flights, as well as sled tests, rocket 
firings, seat ejections and the like. 
In addition, a lot of high speed 
photography is done in connection 
with various testing operations. 


Martin Men Well Equipped 


Equipment used by the Martin 
photographic crews includes Cine 
Specials, Mitchells, Filmos and 
Fastax cameras, and complete 
lighting equipment including two 
75 kw stepdown transformers. 

As part of their jobs, Martin 
film men are on the go most of the 
time; and they’re apt to work just 
about everywhere. 

Here are some of the places 
they've been: Cape Canaveral, 


The scenes below record satellite launching as (left) an 1I1-ton rocket 


starts space trip carrying 21% lb. satellite in nose. 





Camera on MARTIN 


Prime Producer of Military Aircraft, Missiles 


Uses Film Medium to Inform Government, Public 


White Sands, Muroc Lake, China 
Lake, Edwards Air Force Base, 
Fort Sill, Redstone Arsenal, Ber- 
muda, Puerto Rico, Newfoundland, 
Germany, on a carrier in the North 
Atlantic, and in submarines in the 
Carribbean Sea. 

Martin’s motion picture section 
works for both the Presentations 
Film Unit on classified projects for 
military and government agencies, 
and for the company’s Information 
Services on subjects for release to 
the general public. 


Progress Reports on Film 


The Presentations Film Unit, 


a part of the Martin Company’s 
Engineering Division, turns out 
progress reports on the test and de- 
velopment of guided missiles and 





Martin film-makers on location at 
Cape Canaveral. From left: Cliff 
Peacock, Information Services; 
Tim Hale, Orlando unit; and Ned 
Stephenson, cameraman. 


aircraft. Headed by William F. 
Romeike, the unit has two direct- 
ors and two script writers. 

After the camera work has been 
completed b, Martin’s men, the 
film is sent to an outside source for 
editing and sound work, with the 
supervision furnished by the Pres- 
entations Film Unit writer assigned 
to the project. 

Major problems here are turning 
out a first-quality film under an 
urgent deadline, and trying to co- 
ordinate shooting with the military 
sO as not to interfere too much with 
the operation or missile launch. It’s 
also a major problem in logistics 
to get men and equipment to many 
of these operations. 

Another problem is simply that 
of waiting. When you're working 
with missiles, you don’t just go 
out and shoot the scenes and then 
come home. The shoot may be 
postponed again and again. Then 
you just sit in the desert, or in the 
rain, or wherever you may happen 
to be—and wait, maybe for more 
than a week. 

“Veterans” Film Blast-Offs 

Martin prefers, whenever pos- 
sible, to use its own experienced 
cameramen on these jobs. Since 
they’ve usually been on the missile 
or plane project from the begin- 
ning, they know what to look for. 
Also, they’re accustomed to film- 
ing missile launchings and track- 
ings, and won't forget what they’re 
there for at blast-off time. 

In shooting their film reports of 
aircraft test flights, Martin camera 
crews have gone to the air them- 
selves in F-100s, F-94s, L-19s and 
helicopters. On the recent first 
flight of the P6M Seamaster jet 
seaplane, the men used a See-Bee 
amphibian, a Navion, a T-33 jet 
and four F-11F Grumman jets 


Below (center): First stage drops off, its fuel expended. Right: Retro- 
rockets “brake” second stage, let third stage coast clear. 





with remote camera installations. 

Responsible for the production 
of films for release to the general 
public is the company’s Informa- 
tion Services, of which F. N. “Jim” 
Nutt is director. Clifford L. Pea- 
cock is in charge of this particular 
activity. 

With Peacock handling the writ- 
ing, directing and production, this 
unit usually completes three or 
four films of the public relations 
type per year, all on unclassified 
subjects. 

Here again, the film is sent to 
Capital Film Labs for editing. 





Above: 
crew aloft for a Matador test. 


Giraffe carries camera 


rypical of the films produced by 
Martin for public release is The 
Missile Man, reviewed in Issue 2, 
Vol. 19 of BusINEss SCREEN. Tell- 
ing the story of the activities which 
culminated in the successful 
launching of the Air Force’s Mata- 
dor missile, The Missile Man was 
filmed on location in Orlando, Fla., 
with the actual launching sequences 
being made at Cape Canaveral. 
Working with Peacock and the 
Martin camera team in this film 
were members of the 17th Tactical 
Missile Squadron, now stationed in 
Formosa. 


Five PR Pictures at Modern 


At present, Martin has three 
other public relations films in dis- 
tribution through Modern Talking 
Picture Service, Inc. They are 
Horizon Unlimited, the story of 
the Viking research rockets; The 
Intruder, dealing with the problem 
of jet noise; Look to the Sea, on 


seaplanes and the water-based con- 
cept; and Project Vanguard. 

Usual practice is to put 100 
color prints and 30 black-and- 
white prints (for tv) with Modern. 
In addition, many groups within 
the company — Sales, Customer 
Service, and Technical Represen- 
tatives, for instance—buy quanti- 
ties of prints for their own use. 

In the case of The Missile Man, 
the Air Force bought 250 prints 
for its own use. The film was shown 
last February over the ABC-TV 
network, and NBC has obtained 
a print for continuous showing over 
closed-circuit color tv at the Brus- 
sels World’s Fair. 


Latest Is “Project Vanguard” 


Martin’s latest film release is 
Project Vanguard, showing the 


step-by-step development of the 
Vanguard rocket launching vehi- 
cle from its inception to the actual 
firing of a satellite-carrying mis- 
sile. Animated sequences show 





Above: Filming another scene for 
Martin's widely-popular _ picture 
“The Missile Man.” 


what happens as the rocket goes 
into space. 

Construction of the actual sat- 
ellite is shown—a 212 lb. sphere 
carrying 152 lb. of closely packed 
recording, tracking and telemeter- 
ing equipment, yet so miniature 
that the complete unit is only 20” 
in diameter. Sealed in_ plastic 
foam, the instrument package is 
shown being inserted into the sat- 
ellite’s magnesium shell, and the 
sphere being cradled into the rock- 
et’s nose. Final drama is an ac- 
tual, realistic account of a count- 


Be'ow (left): Satellite is separated from third-stage rocket at 18,000 
mph. (Right): Orbiting satellite in “Project Vanguard.” 








Above: Martin cameras peer into a test cell to report on some of the 
development work being done on a military project 


down and launch. 
atic sound was 
Frank Maniglia, 
sound man. 

Prints were held back pending a 
successful launching; a “crash pro- 
gram” of TV 


Crisp, dram- 
contributed by 


Capital’s chief 


showings was set 


Below: Vanguard on its pad in ua dramatic night scene 


up for Martin by Modern to co 
incide with the orbiting This 
project didn’t materialize, for the 
final effort didn’t succeed 
ever, after the film 


How- 
s release, Mod- 
ern received 150 tv confirmations 
in the first three weeks bed 


White band on 


rocket is frost from liquid oxygen used as first Stage oxidizer 
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SEARS ROEBUCK ANDTHE FILM 


The World's Largest Retailer Takes a Firm Step Forward in the Film Medium and a Broad Look Ahead 


largest retail merchandising organization, 

has for eight years been making increas- 
ing use of motion pictures and sound slidefilms 
as effective and economical media of com- 
munication with employees, customers, and 
the general public. 

Principal use of motion pictures within the 
Sears, Roebuck organization in this period has 
been for communicating with its “family” of 
225,000 employees in its 725 retail stores, 11 
mail-order plants, and 850 catalog sales offices 
in the United States. 


ss EARS, ROEBUCK AND COMPANY, world’s 


The Three Personalities of Sears 

Sears, as an Employer, begins its film “talks” 
to new employees with Starting With Sears as 
part of their induction into the Company. 

Sears, as a Merchant, has made only a smal! 
beginning so far in using the motion picture 
medium to present its merchandise to the gen- 
eral public. In 1956-1957 it produced an ex- 
pe-imental series of 73 television commercials 
for distribution to all stores who wanted them. 
The vast bulk of Sears advertising is placed in 
newspapers. It is unquestionably in the field 
of advertising that the company’s most prom- 
ising potential as a film-sponsor lies. 

Sears, as a Citizen, brings to the public in 
the United States such motion picture produc- 
tions as the widely-praised Endowing Our Fu- 















ture, Your Community, and a new film, Dis- 
tributive Education, under the sponsorship of 
the Sears, Roebuck Foundation. 

The Sears organization is also addressing 
itself via motion pictures to young people in 
search of careers in retail merchandising; and 
to its suppliers and the peoples of Latin Amer- 
ican countries, where it has 59 retail stores and 
15 sales offices and in which its ultra-modern 
facilities are often the finest in these lands. 

In addition to its motion picture program 
for employees and the public, Sears also is a 
very active producer and user of sound slide- 
films for the multitude of internal education 
and training tasks in its sales and service 
operations. 

Films help the company to carry out its busi- 
ness philosophy, phrased in a vestibule inscrip- 
tion above the main doorway of its Chicago 
headquarters offices: “Sears must account for 
its stewardship not only on the balance sheet 
but also in matters of social responsibility.” 


Modern Film Program Began in 1950 
Sears’ activities in the motion picture me- 
dium had their start in 1950, and the com- 
pany’s first major film series, The Story of 
Sears in America, was released for showings to 
employees in February, 1952. 
This eight-film unit, originally produced and 


Left: Setting up 
board meeting scene 
for one of Sears’ 
“Annual Report on 
Film” productions. 
Standing in back- 
ground is F. B. 
McConnell, board 
chairman of Sears. 
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intended for circulation to Sears employees 
only, is now in general distribution through 
Modern Talking Picture Service. 


Cites Need for Economic Education 

The activities which culminated in the 
making of the motion picture series on The 
Story of Sears in America were a part of the 
company’s program of massive post-war ex- 
pansion. Sales tripled between 1945 and 1956. 
In connection with this expansion, General 
Wood, then Sears’ board chairman, said in a 
message to the company’s officers and their 
staff assistants: “Sears management should do 
more than we have done so far to educate our 
employees in the economic facts of life. What 
do our employees know about economics? 
What do they know about the competitive sys- 
tem of doing business, about democracy, actu- 
ally? Please research this project and come up 
with some suggestions for a program that our 
board of directors might approve.” 

By 1950 it seemed as if some sort of film 
record of the “On to Chicago” meetings might 
provide a suitable program. Some two thou- 
sand Sears executives from around the country 
take part every ten years in an “On to Chi- 
cago” convention at headquarters—*Parent” 
to Sears’ people. Tape recordings of the 1950 
meetings were made and slidefilms prepared 
for employee showings. Their reception by the 
field organization was disappointing. The vi- 
tality of the “live” convention was just not 
there. 


Special Study Group Is Brought In 

So it was decided to go at the problem of 
educating employees in economics from an- 
other tack. In the Spring of 1950, the com- 
pany called into consultation Sumner Slichter, 
Harvard economist; Peter Drucker, author and 
analyst of the modern American corporation; 
Fred Harbison, then head of the Industrial 
Relations Center of the University of Chicago; 
and Frank Cellier, then executive producer of 
Encyclopaedia Britannica Films, and now 
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Sears’ producer of informational programs, in- 
cluding motion pictures. 

Working with these men was a committee 
of Sears vice-presidents and other senior ex- 
ecutives, with the late Senator Robert LaFol- 
lette as outside consultant and chairman. This 
autonomous group met for approximately two 
full days a month over a period of more than 
two years. 


How “Story of Sears” Series Began 


After reviewing motion pictures and other 
materials which had been produced by indus- 
try, by labor unions, and by other organiza- 
tions who had attempted to tell the story of 
the American system of competitive enterprise. 
the committee concluded that there was only 
one way in which Sears could do the project 
justice: by telling the story in terms of the 
company itself and its place in the develop- 
ment of the American business system. 

To this end, the committee presented to the 
company’s board of directors plans for the pro- 
duction of a series of motion pictures which 
would be the spark plug for the discussion ses- 
sions that would be the real pay-off of the 
program. 

Called The Story of Sears in America, the 
program was made up of eight individual units, 
each consisting of a motion picture, a discus- 
sion leader’s guide. take-home pamphlets, and 
comprehensive informational booklets. Pro- 
duction costs approximated $1,000,000. The 
company estimates that it cost another $5,000, 
000 in payroll to present the program to some 
200,000 employees at more than 71,000 dis- 
cussion sessions led by 2,600 trained discussion 
leaders. The program was warmly received— 
and apparently the experience convinced Sears’ 
top management that motion pictures had an 
important place in the company’s future 
planning. 


A Tribute to “The American Way” 


The purpose of the series was summed up 
in a statement by Mr. F. B. McConnell, then 
Sears’ president, and now chairman of its board 
of directors: 

“We hope that this program will help our 
Sears people to see that the part they play in 
the progress of our company is important—that 
a company such as ours could only have de- 
veloped in a free enterprise system—that the 
free enterprise system is based on our Amer- 


ican heritage of freedom. We hope that the 
program will stimulate the people of Sears to 
take stock not only of their own company, but 
of American business as it exists today.” 
Film Titles in the First Program 
Individual motion pictures in the series were 
titled The American Customer, Working with 
Sears, Partners, Merchandise in Motion, Be- 
hind Each Sale, Citizen Sears, Progress 
Through Profits, and Yardsticks for Tomorrow. 
The American Customer was designed to 
open up discussions of various kinds around 
the two most fundamental aspects of the Amer- 
ican economy—the customer's f-eedom of 


choice, and the merchant's freedom to compete. 
Working With Sears explored some of the 
implications of the basic economic fact that any 








Above: film coordinator Frank Cellier 
supervises as Sears’ president Kellstadt 
is “made up” for Report film appearance. 


employer needs to balance the hard realities 
of conducting a competitive business agains? 
the equally keen realities of what employees 
have a mght to expect from their employer. 

Partners, Merchandise in Motion, and Be- 
hind Each Sale examined three of the major 
functions of the company: buying, operating, 


offices in Chicago, “parent” to the company’s 





Above: President Charles Kellstadt talks 
on film to Sears’ employee-owners “family.” 


and selling. The motion pictures highlighted 
the effect of competition on these three funda- 
mental aspects of Sears business. The constant 
need for improvement, for out-thinking and 
out-performing competition, was the theme of 
this three-film “series within a series.” 

The Big Corporation as a Citizen 

The sixth film, Citizen Sears, looked at 
American corporations from quite another 
point of view—their responsibilities as citi- 
zens. It discussed the privileges, and the ob- 
ligations, which membership in the American 
community confers on all its citizens, both 
private and corporate. 

Progress Through Profits dealt with the hard 
economic fact that the people who invest their 
money in a business expect a return on their 
investment through profits. The film talked 
about the varying viewpoints that exist on 
profit, and spelled out the facts about profit. 
It emphasized the dynamic role of profits in 
the expanding American economy. 

The eighth and last film of the series, Yard- 





Above: Sears’ retail department stores opened in recent 
years mirror the company’s modern merchandising approach. 


Typical is this store in Tampa, Fla. Left: headquarters 


225 000 


employees. Mail order offices are in buildings at rear. 











SEARS ROEBUCK AND THE FILM: 
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sticks for Tomorrow, talked about five of the 
characteristics of the American economy, char- 
acteristics which are excellent yardsticks 
against which the performance of American 
business (including Sears) can be measured. 
The film stressed the fact that these yardsticks 
are valid because they are rooted in the basic 
principles of America itself. 

The Sears Annual Report on Film was begun 
in 1955 as a direct lineal descendant of the 
company’s original Story of Sears in America 
series. The Report produced in 1958 to cove 
1957 operations was the fourth in the series 

The Sears “Annual Report on Film” 

Unique among employee motion pictures of 
its kind, the Annual Report on Film was in- 
augurated to carry to the entire employee fam- 
ily the spirit and impression of the company’s 
informal “Big Board Forum” held at Chicago 
headquarters on the day following the annual 
meeting of the Sears board of directors. To 
Sears, its employee-stockholders are its “Big 
Board” . . . and the company wanted the whole 
organization to get the same direct reports 
from officers that they'd get if they came to 
the Chicago “Big Board” meeting 

Straight from the shoulder, without frills or 
sugar-coating, the Annual Reports on Film 
have talked to Sears employees as co-owners 
of the company, and given them the highlights 
of the company’s operations during the fiscal 
year just ended. Because so many employees 
are co-owners (135,000 of them are stock- 
holders through their membership in Sears 
famous Profit-Sharing Fund) their interest in 
the profitable operation of the business is un- 
usually high. They want to be given facts 
completely and frankly 


Show Year’s Results and the Outlook 


That's the key to the four annual film Re 
ports. They have been supplements to the 
written annual report—to give employee- 
stockholders a picture of what the past year 
has been like, and what the outlook is for the 
year ahead. 

The Reports on Film have accomplished this 





Above: “The American Customer” looks 
at a typical American shopper, her likes 


and dislikes, and how to serve her best. 


by a combination of brief reports by top Sears 
officers, interlaced with illustrated statistical 
summaries narrated by an off-screen voice. Al- 
though earlier versions in some instances ran 
as long as 50 minutes, the current one was 
edited down to 25 minutes for purposes of 
payroll-economy in a recession year. 

The reports have been individualized for 
each of the company’s five merchandising ter- 





Pictured in Sears’ “Report” film is Edward 
Gudeman, vice-president of merchandising. 


ritories by a trailer which included a brief 
statement by the vice-president in charge of 
the territory. 

Distribution of the Annual Report film has 
been through Modern Talking Picture Serv- 
ice, which has scheduled showings through its 
offices in the headquarters cities of the differ- 
ent merchandising territories. First showings 
are generally held in the larger stores in each 
territory. Modern sets up the schedule, and 
notifies stores several weeks in advance when 
the film will be available to them, so that they 
can make the necessary arrangements. 

“Report” Films Are Viewed Abroad 

Besides being shown in all Sears U.S. ter- 
ritories, the Film Report is also sent to the 
company’s stores in Canada, Australia, and 
Latin America. In Latin America, showings 
are held for all English-speaking employees, 
which includes all top personnel. Here the 


Below: modern methods of mass distribu- 
tion are theme of “Merchandise in Motion.” 
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purpose of the showings is informational, since 
all outside the United States are separate cor- 
porations. 


Building Goodwill in Latin America 


Sears in Latin America, produced in 1956, 
was made to explain the company’s philosophy 
of doing business in the six Latin American 
nations where the company has retail stores— 
Cuba, Mexico, Colombia, Venezuela, Brazil 
and Peru. 

Realizing that the entry of any North Amer- 
ican company into the Latin American busi- 
ness scene has frequently in the past been 
viewed by nationals of those countries with 
mingled feelings of suspicion and. distrust, 
Sears wanted the film to show that it was in 
Latin America not as an outsider, but as a 
partner. 


More Than 6,900 Local Supply Sources 


The company decided that it could quite 
logically make a motion picture that would tell 
its present and potential suppliers in Latin 
America about its purchasing and merchandis- 
ing practices. Sears now has more than 6,900 
Latin American sources of supply. In Brazil, 
for example, it buys some 95% of its mer- 
chandise from local firms. Its purchases in 
other Latin American countries vary with the 
available local sources which can supply mer- 
chandise of the quality and in the quantities 
that Sears requires. Because of its “point-to- 
point” audience approach, the film successfully 
presents the over-all story of Sears business 
philosophy, not as a vague theory in far-off 
North America, but as it is actually being prac- 
ticed in Sears relations with suppliers and em- 
ployees south of the border. 


Carries Message to Thought Leaders 


In the two years since its release, this film 
has carried the story of Sears not only to its 
Latin American suppliers, but also—and sig- 
nificantly—to the leaders of thought and in- 
fluence in the six host countries. 

Sears in Latin America was made not only 
for Latin Americans, but by Latin Americans 
as well. As much of the film as possible was 
made in Latin America, using national camera 
crews, technicians, and production workers. 
The music for the film was composed, per- 
formed, and recorded in Latin America. The 





Above: planning advertising for a large 
retailing company’s nationwide stores is 
pictured in the film “Behind Each Sale.” 
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finished productiou lists many credits to Latin 
American motion picture people. 

The film says, in effect: “Look here, Mr. 
and Mrs. Latin America, in your country Sears 
is not on outsider who is here just to sell you 
its merchandise and take its profits back North. 
We're your partners we want to buy as 
much of your local goods as you can supply 
to meet our standards to help start up 
brand-new industries, in some cases, to make 
new products that we feel customers will wel- 
come. We're not a grab-and-run operation; 
we're here to stay—a regular member of your 
business community. Our progress and your 
progress go together.” 

Partners in Progress is the company’s state- 
side version of this film. 


Film Presented by Senior Executive 
Since its introduction, Sears in Latin Amer- 
ica has been shown to virtually every opinion- 
making group in the six Latin American coun- 
tries in which Sears has retail operations, Frank 
Cellier says. It is shown only to carefully 
selected audience groups, upon specific invita- 
tion. One of Sears senior executives, who is 
a Latin American (and also a graduate of 
Yale) customarily presents the film as part of 
a three-hour program which includes not only 
a brief address, and an extended question-and- 
answer session, but also the examination of a 
handsome take-home booklet. which ‘lines 
the company’s history in the United States 
and in Latin America, explains its buying poti- 
cies, and explains its sense of economic, civic 
and cultural responsibility to the communities 
in which it has stores. The lush illustrations 
in the booklet are the work of Carlos Merida, 

one of Latin America’s foremost artists. 

In the booklet Sears makes this point: 
“In Latin America, as in the United States, 
we are guided by one simple precept: we can- 
not benefit and profit unless the communities 





Above: company purchasing policies 
are pictured in “Sears in Latin America” 


who are our hosts benefit, in turn, from our 
presence. We hope this booklet, and the film 
which it accompanies, will serve to introduce 
ourselves, and to explain what the opening of 
a Sears store may mean to you.” 


Coordinates Sears’ Film Operations 
Sears motion picture activities head up to 
Frank S. Cellier, whose job it is to coordinate 
the activities of the various department heads 
as they apply to communications media, par- 
ticularly motion pictures. Mr. Cellier’s posi- 
tion is perhaps unique in that he operates 





Above: importance of proper home main- 
tenance is stressed in “As Your Home Goes.” 


without a set annual production budget, and 
with a staff of only two persons besides him- 
self. Administratively, he reports to a vice- 
president of the company. 


Film Counsel to Department Heads 

As coordinator of Sears activities in the film 
field, Mr. Cellier is free to suggest to depart- 
ment managers where motion pictures could 
advance their individual department interests 
more effectively than some other medium; and 
at the same time to counsel against the use of 
their funds for motion picture making, if some 


Sears in Latin America... 
Modern stores like this one in Caracas, 


Venezuela, exemplify Sears’ abroad . . . 
















Above: ancient tableau of job training 
in Sears’ “Endowing Our Future.” 


other communications medium will do a more 
effective job for them. 

His position gives Mr. Cellier an oppor- 
tunity for a broad look at the company’s scope 
of operation, so that he is in an unusually good 
position to suggest where motion pictures 
would be helpful. 

A native of South Africa, Mr. Cellier holds 
post graduate degrees from two universities 
in that country. At the University of London, 
he was a Carnegie Fellow. His Ph.D. is from 
Columbia University. In 1954, Hillsdale Col- 
lege in Michigan awarded him an honorary 
L.H.D. for his communications work. He has 
taught communications in many schools and 
colleges in this country and abroad, and dur- 
ing World War II was in the overseas branch 
of the OWI, in charge of radio and film to 
sixteen countries. 

In the handling of a motion picture project, 
Mr. Cellier’s department acts, in effect, as a 
prime contractor. His department can handle 
the scripting and direction, or it can comtract 
for the script from an outside source, and turn 
production and direction details over to one o1 
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l6mm Distribution of “The 20th Century” TI 


The Prudential’s 


Prize Series on Great Events and Personalities of Last 50 Years 


Series Provides 


Audience Bonus 


Can Reach Audience of Millions in Schools. Communities Via l6mm 





ELEVISION PROGRAM SPONSORS are now 
apart a big “plus” audience through 
non-theatrical distribution of their filmed pro- 
grams. The most ambitious project going to 
date is that of the Prudential Insurance Com- 
pany which is distributing—through Associa- 
tion Films, Inc.—some 19 half-hour and six 
full-hour programs from its award-winning se- 
ries, The Twentieth Century. Additional pro- 
grams are regularly added to the series shortly 
after their CBS-TV telecasts 

Prudential, which is now said to be the fast- 
est growing insurance company in the world, 
has been unique in the insurance field for its 
consistent large appropriations for television 
advertising ($4,557,000 in 1957). After early 
experiments in 1950-1953 to find a format it 
could live with comfortably, Pru caught the 
public’s fancy with You Are There in 1953- 
1956, Air Power in 1956-1957, and now The 
Twentieth Century 


Subjects Cover Biographies, Sciences 


These CBS-TV documentary films, with film 
services by United States Productions, Inc.., 
feature news commentator Walter Cronkhite 
and encompass the great events and personali- 
ties of the past 50 years, including special head- 
line issues dealing with contemporary events 
Subject matter ranges from the biographical 
(Churchill, Gandhi, Roosevelt, Peron, and 
others) to the scientific (jets, atomic develop- 
ments, missiles, etc. ) 

Early in its television experience Prudential 
recognized the exceptional value the documen- 
tary films might have in the school curriculum 
Accordingly, the company began providing a 
six-page Television Teaching Aid to any school 
which requested it. (Over 10,000 schools now 
receive the folders each week. ) 

From this point it was almost inevitable that 
educators would ask for prints of the films to 
schedule into special curriculum needs. Pru, 


Captive Cardinal in “Hungary in Revolt’ 
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believing it could perform an exceptional pub- 
lic service by providing the films, embarked on 
the full-scale distribution that is now going on. 


Series Useful Public Relations Asset 


And, the company finds film distribution to 
be good business. Life insurance is not easy to 
sell. People rarely go out and buy it, and are 
sold usually only three or four times in a life- 
time. Which company’s policy they buy is often 
determined by what people think of the com- 
pany, itself. Through public opinion surveys at 
regular intervals Prudential has found that its 
corporate image rates consistently higher than 
its competitors in the public’s mind and is go- 
ing up. According to Prudential’s president, 
Carroll M. Shanks, not a little of the credit for 
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“Rockne of Notre Dame’ tells his story. 


this can be ascribed to the TV shows, and now 
to the 16mm films in distribution. 
Interestingly, The Twentieth Century is pre- 
sented to schools and community organizations 
with the television commercials intact. Thus 
far, the company can say literally there has 
been not a single complaint from overly com- 
mercial-conscious educators. One reason may 
be that Prudential commercials are about as 
easy to take as any on the air. Some, filmed by 
R-M-C Productions, Inc. (subsidiary of Pru- 
dential’s agency Reach, McClinton, Inc.) or 
Robert Lawrence Productions, Inc., feature 
comics Tony Randall, Eddie Mayehoff, or 
Ethel and Albert. Ten other “commercials” in 
the current series are purely public service sub- 
ject similar to Advertising Council projects. 
Film Distribution Economical, Productive 
As an advertising campaign, film distribution 
has been both economical and productive. The 
film rights—following the telecast—are ob- 
tained for a fraction of what they would cost 
to be produced originally. Bookings of the films 
are suggested to be channelled through local 
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“Mach Busters” pictures supersonic flight prob- 
lems in the Prudential film series. 


agents, although requests received by the Pru 
home office in Newark, N.J., the seven regional 
offices, or the Canadian headquarters in To- 
ronto are also fulfilled. Prudential agents are 
provided with releases for local papers an- 
nouncing the availability of the films. 

Through audience reports received from 
Association Films, Prudential national adver- 
tising manager William F. Hedden can sense 
the success of the films from such comments 
as these: 

“Wonderful enrichment material for modern 
problems.” 

“I am deeply impressed.” 

“Vital to our history courses.” 

“You are waking up America with these 


films.” ae 


Color Blindness Testing 


Sponsor: U.S. Navy. 


TiTLeE: Color Vision Testing, 20 min., color, 
produced by Audio Productions, Inc. 


* A man with a slight degree of color-blind- 
ness usually finds only slight inconvenience 
from his condition in normal civilian life. But 
in the Navy his inability to distinguish color 
might someday cause a tragic accident. 

Color-coded electronic wiring, artillery shells, 
signals, beacons and running lights are guides 
that Navy men in many occupations must rec- 
ognize unfailingly. To make sure that color- 
blind men are never assigned to color-critical 
tasks, the Navy has devised tests (Pseudoiso- 
chromatic charts, and the newer Farnsworth 
lantern) which determine the degree of color 
recognition in all personnel. This film explains 
how the tests work, and how they should be 
conducted. 

Color blindness is not confined solely to 
males, though it is rare in women. One woman, 
however, with an even more unusual situation 
of being color-blind in one eye only, played a 
significant part in this film. For one sequence, 
which shows how a room decorated in a variety 
of colors appears to color-blind people, the 
woman squinted up one eye, then another, to 
tell the film technicians just how the room did 
look—color-blind fashion—and her description 
was followed exactly. Lg 
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THE EQUATION: 


(P ~ K + U) 


“Progress is proportional to our 

Knowledge, pius our ability to 

Use it for the common welfare.” 
* %* * 


Sponsor: Ford Motor Company. 


TITLE: An Equation for Progress, 28% min., 
color, produced by MPO Productions, Inc. 


vy There are some scientists who tell us, in 
essence: “Never mind what we're doing; you 
can watch, but don’t try to understand, for 
you never will.” But since we must all try to 
understand, there are the popularizers—film- 
makers who produce oniy for children—of all 
ages, and whose methods usually consist of 
likening scientific principles unto such symbols 
as scurrying chipmunks. 

In this extraordinary film Ford and MPO 
have determined to prove that though there 
may be a big gap between science and public 
understanding of it the gap can be bridged 
intelligently—and without resort to nursery 
symbols. 

Joseph March, who wrote and produced the 
film, believes that films about science must re- 
flect its true essence, with dignity, and this 
cannot be done by over-popularizing the sub- 
ject. Mr. March’s theme is that people are 
an awful lot smarter than some TV sponsors 
seem to think they are. He is equally scorn- 
ful of the arrogant scientific cult which dis- 
dains any effort by common people to devine 
its rituals. 

In An Equation for Progress Joe March 
found a fellow believer in Ford’s Vice Pres- 
ident for Engineering and Research, Dr. An- 
drew A. Kucher. Dr. Kucher, who appears 
in the film, and narrates it, completely dis- 
proves any notions that science cannot be pic- 
tured believably, interestingly and without talk- 


Below: Testing an automotive engine in the 


modern dynamometer room of Ford’s Research 


and Engineering Center in Dearborn, Mich. 
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Dr. Andrew Kucher (right) and director Ira Marvin of MPO discuss a Ford research sequence 


Ford's “Equation for Progress” 


The Fascinating World of Modern Industrial Research Comes to Life 
im an Understandable New Color Film That Bridges Past and Future 


ing down to the audience. (He also disproves 
another notion that businessmen and scien- 
tists should always be impersonated by actors 
on the screen—Dr. Kucher is good.) 

Ford’s “equation for progress” is written P— 
K+U, in that Progress is proportionate to 
Knowledge and the ability to Use it for the 
common good of mankind, and it equals « 
infinity, for there is no foreseeable end to the 
equation. How this applies to modern science 
is first shown in the early experiments of the 
Wright Brothers and Henry Ford, recreated on 
the screen, using much of the early equipment 
with which these pioneers worked. 

Today, the motor makers are conducting 
research into a great variety of scientific prin- 
ciples, some with no tangible relationships to 
automobile manufacturing at present. But. 
only at present—we need only wait. 

MPO’s decision for dignity in this scientific 
film has not caused any slackening in the 
company’s search for ever more imagination 
Throughout, the film creates 
startling visual impressions to delight the eye 


on the screen. 


An Equation for Progress sums up that the 
research of today will produce radical changes 
in the cars of tomorrow. Dr. Kucher foresees 
vehicles without wheels that will ride along 
on a cushion of air. And, in fact, the film 
shows a small model of such a car actually 


operating. 





1958 





THE STORY OF THE FORD PICTURE 


HE world of research is a fascinating 
4 eed and out of it has come most of 
the wondrous new developments that make 
our modern life so interesting and the future 


so challenging. But all too often the job 
of “humanizing” laboratory operations for the 


(CONTINUED ON PAGE SIXTY-SEVEN) 
Below: Dr. Kucher shows the Glideair, an 
experimental car without wheels which moves 
on a frictionless cushion of air 
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Nathan Zucker, president of Dynamic 


‘A company grows only by the 
talents it attracts. And these talents 
are attracted by vision and 
planning. |f man has had the depth 
of insight to traverse space, we 

can be no less insistent on breaking 
away from the old methods and old 
ideas in reaching the hearts and 
minds of men. The next |0 years 
will see in the film industry 
changes as radical as those which 
produced atomic energy. It we are 
successful, we will be able to 
communicate more effectively to 
men everywhere through the 
understanding and use of the new 
visual media; but we must be ready 
and willing to think our way intc 


new concepts. This is more than a 


challenge to our creative spirits 
it is a necessity for our way of life. 
Natha Zucke 


Reception area at New York offices 





HE WORD “dynamic” could well be 
used as an adjective in describing the 
growth of Dynamic Films over the past 

ten years. On October 15th of this year the 

company observed its tenth year of operation. 
Co-founded in 1948 by Henry Morley and 

Nathan Zucker, these two ex-Yale classmates 
got together with an idea of doing more than 
just starting another entry in the motion pic- 
ture sweepstakes. They had been associated 
for many years previously in motion pictures— 
Zucker as a writer-director-producer and Mor- 
ley as a studio consultant. Both men felt that 
the coming decade would see a tremendous 
growth in the entire audio-visual field and felt 
that the challenge of reaching men’s minds 
through the media of film would be a stimulat- 
ing and challenging enterprise. 


Pioneering Was Always the Goal 

High among the initial goals was the hope 
that they could establish and develop a com- 
pany that did more than just make films in 
established patterns of production and distribu- 
tion, but would anticipate the needs of an ex- 
citing medium that was coming of age. 

With the foresight that has characterized the 
company’s growth, Zucker actually predicted 
the shift in film production from the major 
studios to the independent producers and has 
kept his company among the top independent 
pioneers in the use and development of new 
equipment and new techniques of film-making. 


Put No “Strings” on Diversity 

Unusual among companies just starting out, 
there were no set limitations on Dynamic’s field 
of enterprise. The company realized a diver- 
sity of productive effort from their very incep- 
tion. Unlike most companies who specialize 
either in the industrial film or the TV commer- 
cial or the theatrical film or the educational 
film, Dynamic has maintained from the very 
beginning that creativity in film production and 


Les Becker is another Dynamic vice- 
president and active in film production. 





DYNAMIC YEARS 


The Story of Dynamic Films, Its Progress and Its People 
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successful distribution were the common de- 
nominators of all effective communications. 
Specialization, as applied to Dynamic’s plan, 
has been that of depth in subject area, rather 
than in techniques. 

The years 1948 to 1952 were formative in 
nature as the company expanded its operation 





Vice-president Lee Bobker is one of 
three-man team guiding company policy. 


from a one-room office and small stage on 
the 5th floor of 112 West 89th Street to the 
occupation of three floors in that building. 
Their 5th anniversary party, in 1953, found 
them owning and operating a large, modern, 
well-equipped sound stage, a dubbing and 
sound recording studio and maintaining their 
own editing rooms. A modest, but select, staff 
of approximately 20 people handled produc- 
tion and Zucker and Morley were doing most 
of the planning and direction of pictures. 
Having to their credit a series of successful 
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Sol S. Feuerman heads the company’s 
wholly-owned subsidiary, Medical Dynamics. 
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motion pictures and a bedrock of clients 
among top business companies, Dynamic be- 
gan to expand its development in all aspects 
of client film services. 


1953 Was a Milestone Year 


In the year 1953, just five years after their 
inception, Dynamic turned out 30 industrial 
and sponsored films, about 50 television spots, 
four theatrical shorts and two television series 
and had established a reputation in the in- 
dustry as a producer of the unusual motion pic- 
ture. 

Such films and film series as High Tower, 
Highway By The Sea, Leather In Your Life, 
On Stage With Monty Woolley and many 
others were in part responsible for this grow- 
ing reputation. 

At the five-year mark, Zucker and Morley 
began a series of expansions designed to 
strengthen the company’s executive alignment. 
Lee Bobker and Les Becker joined the com- 
pany as director-producers and two years later, 
Sol S. Feuerman, considered by many to be 
one of the country’s outstanding producers of 
medical and scientific films, joined Dynamic to 
head their wholly-owned subsidiary, Medical 
Dynamics, Inc. 


Death Claims Co-Founder Morley 


In 1955, however, the company suffered the 
loss of Henry Morley, one of its founders. This 
was a loss not only to Dynamic Films but to 
the entire industry as Morley had been among 
its leading figures for over 15 years. 

In the period from 1953 to 1958, the story 
has been one of a continuing growth. A total 
of 250 major awards have been garnered by 
Dynamic for excellence in film competitions all 
over the world. 

The studio and production facilities have 
been expanded and new equipment, in keep- 
ing with the growing demands for Dynamic 
pictures, has constantly been added. The client 
roster has grown to include nearly 300 cur- 
rently active accounts and the firm now em- 
ploys over 50 regular staff employees in tech- 
nical and creative capacities. 


Now Has Four Subsidiary Groups 


New sales and executive offices have been 
added at 405 Park Avenue and the company 
operates four wholly-owned subsidiary organi- 
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Comptroller Gerald Carrus also directs 
Dynamic’s film distribution activities. 
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Dynamic’s executive group 

(left to right in photo) are 
Becker, Zucker and Bobker, as 
they review production plans 

in a quiet corner of the company’s 
conference room. This 

trio is credited with helping 
maintain the company’s reputation 
for diversity and creativity 

in the fields of business, 

public service and scientific 
motion picture production. 


zations as well as seven major departments 
within the company itself. 

The nucleus of Zucker, Becker and Bobker 
is still, in the main, responsible for the gen- 
eral overall operation of the company while 
Medical Dynamics, under Feuerman’s direc- 
tion, has grown into a leading producer of 
medical, scientific and pharmaceutical films. 





Director Sy Weissman reviews some stills. 


Because of its diversity, Dynamic has attracted 
other outstanding people. 

Irving Oshman, chief supervising editor, runs 
the extensive editing rooms at 89th Street and 
James Townsend operates Dynamic’s two 
large recording and dubbing studios, fully 





Staff director John Fitzstephens is 
checking production plans with crew man. 
























equipped for all 16mm and 35mm sound oper- 
ation. Seymour J. Weissman and John J. 
Fitzstephens are staff directors and project 
supervisors and Gerald Carrus directs the 
operation of Dynamic’s distributing organiza- 


Jonn Townsend heads sound recording studio. 


tion, Distribution Dynamics. Mina Brown- 
stone, a top public relations woman, handles 
Dynamic’s media research as well as coordinat- 
ing film production with clients’ sales, advertis- 
ing and public relations campaigns. 

The company begins its second decade of 
operation with a full roster of productions. 
Over 50 sponsored or industrial films are in 
work; a full schedule of television commercials 
has booked the studios over three months in 
advance; five theatrical shorts are in the pro- 
duction stage. 


Active Program for Spring of ’59 

The American Forum of the Air, recently 
acquired by Dynamic for a television produc- 
tion series and a theatrical feature, are in the 
script stage, planned for production in the 
Spring of 1959. 16 “community conscious” 
films on current American problems are in 
production, both for specialized clients and for 
Dynamic’s own community network distribu- 
tion. 

A full schedule of radio programming for 
integration in film campaigns is also being pro- 
duced by the sound department and the com- 
pany is pushing forward its plans for the prep- 
aration and production of full audio-visual 


(CONCLUDED ON PAGE SIXTY-TWO) 














Shares can be sold at auction . . 


Case Histories of the New Films: 





or through special trading posts. 


Trading on “The Big Board” 


An Informative Film for Institutional Buyers 


Sponsor: N.Y. Stock Exchange. 
TitLe: The Big Board, color, 13 
min., produced by On Film, Inc 

The New York Stock Exchange 
has released this new film as the 
latest step in its information pro- 
gram aimed at describing for in- 
stitutional investors the Exchange's 
facilities for making the best use 
of the auction market. 

Keith Funston, president of the 
Exchange, introduced the film at 
a press preview on November 5 in 
the Exchange's Exhibit Hall 
Theatre. 

The picture employs footage 
taken on the trading floor, as well 
as a stylized set depicting a trad- 
ing post, and explains the work 
of the auction market and the spe- 
cial block procedures developed 
by the Exchange to meet the spe- 
cific needs of institutional inves- 
tors. The film describes these 
seven special procedures in detail. 

Mr. Funston declared that fi- 
nancial institutions and interme- 
diaries such as commercial banks 
(acting as agents for investors) ac- 
count for about 20 per cent of total 
volume on the Exchange. About 
one-third of this institutional vol- 
ume represents blocks of 1,000 
shares or more. 


The Big Board, Mr. Funston 


said, was made to show profes- 
sional investment managers how 
they can make the best use of 
Exchange facilities—and how it 
can best serve their needs. 





The Big Board will be shown 
to investment managers of such 
institutions as banks, trust com- 
panies, insurance companies, in- 
vestment companies, educational 
institutions, foundations, health- 
education-welfare funds and reli- 
gious organizations. 

Ruddick C. 


change 


Lawrence, Ex- 
vice-president, said the 
Exchange's continuing information 
program for institutional inves- 
tors involves the preparation of 
research and other material for 
this important audience, as well as 
conferences that have been con- 
ducted regularly at the Exchange 
since 1954 with investment man- 
agers representing 1,000 financial 
institutions. Starting in November, 
he said, similar conferences will 
be held in other cities in an effort 
to reach more investment man- 
agers, as well as partners and staffs 
of member firms in these cities. 
The Big Board, plus other visual 
presentations, will be used by 
teams of Exchange executives and 
specialists for these presenta- 


tions hy 


“Bie Board” scene shows how large blocks of shares are traded. 
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Investor Wisdom from Babylon 


Regular Steck Acquisition Goal of IBA Picture 
Which Launches a Campaign to Educate Public 


Bote, INVESTMENT BANKERS As- 
sociation of America is plan- 
ning a nation-wide campaign to 
educate the public in the wisdom 
and value of regular investments, 
on the premise that “the more 
people know about stocks and 
bonds, the more people will buy.” 
“And the more people who own 
stocks, the better it will be for our 
free enterprise system,” Robert O. 
Shepard, chairman of the IBA 
education committee, said in pro- 
posing the program before mem- 
bers of the organization at their 
recent 30th annual convention. 


Shepard said that various ele- 
ments of the industry have un- 
dertaken educational programs at 
different times, all with the same 
goal, but with each one running 
in a different direction. As mer- 
chandising companies, he said, 
IBA’s aim should not be to teach 
how the stock market operates, 
but “to create the desire to buy.” 


A new 17-minute color film, 
The Richest Man in Babylon, de- 
signed to help in this program of 





Above: 
Algamish tells 
secret of achieving wealth. 


in return for his labor, 
Arkad (left) the 


education, was premiered at the 
IBA convention. Produced for the 
association by Wilding Picture 
Productions, Inc., of Chicago and 
Detroit, and based on the late 
George S. Clason’s book by the 
same title, the film reveals the se- 
cret of the wealth of the richest 
man in ancient Babylon. 

The secret is a simple one; the 
rich man early adopted this mot- 
to: “A part of all I earn is mine 
to keep.” Thus he always saved— 
and invested—at least 10 per cent 
of all that he earned. 





Hero of the film story is Arkad, 
“the richest man in Babylon, after 
the King himself.” Arkad, a 
scribe, toils all night on clay tab- 


BUSINESS 


lets for old and wise Algamish, a 
financier of his day, who in return 
tells Arkad the secret of achiev- 
ing wealth. Background of the 
story is the riches and grandeur of 
ancient Babylon and the opulence 
of its citizens. 


In the production of the 16mm 
film, Wilding employed a limited 





Above: food, clothing, shoes .. . 
Arkad finds saving helps him to 
pay for these services. 


animation technique called “Pan- 
cam.” Only certain parts of the 
cartoon figures, such as the head 
and lips, moved. Color paintings, 
produced by Wilding artists in De- 
troit and photographed by a cam- 
era in motion, depict the splendor 
of ancient Babylon. 


“Our film version of The Rich- 
est Man in Babylon delivers a 
powerful and timely message in 
a simple and understandable man- 
ner—a message that is as true to- 
day as it was in ancient times,” 
IBA president William C. Jack- 
son, Jr., said in introducing the 
production to the 1,200 delegates. 


A pamphlet edition of the Cla- 
son book, which has sold an esti- 
mated five million copies, has been 
so successful in presenting the les- 
sons of financial success that the 
IBA decided to make the picture. 

A special pamphlet, telling the 
story and illustrated by scenes 
from the picture, has been printed 
by Prentice-Hall, Inc., for distri- 
bution by IBA in connection with 
the film. The original Clason book 
of the same title, which also con- 
tains other anecdotes, is published 
by Hawthorne Books, Inc. 


Further information on obtain- 
ing the film may be had by writing 
Erwin Boehmler, Educational Di- 
rector, Investment Bankers Asso- 
ciation, 425 Thirteenth St., N.W.., 
Washington 4, D.C. Le 
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Sounds Tell a City’s Story 
Vibrant Kansas City as Site for New Industry 


first week of release, and has been 
commented on favorably by local 
and national civic and business 
leaders. 

With the skyline of Kansas City 
as a focal point, the viewer hears 
the sounds and sees the activity 
created by a million people. The 
voice of heavy industry reflects the 
city’s strength and energy; the cow- 
boy symbolizes the city’s promi- 
nence as a Cattle and agricultural 
center; representatives of all faiths 
lend their sound to the dramatic 
background; even flamingoes at the 
zoo add their voices to the city’s 
giant chorus. 

The result is a broad view of 
the industrial, business, civic, cul- 
tural, religious and recreational 
background of Kansas City. by 


Sponsors: Kansas City Chamber 
of Commerce; Southwestern Bell. 
TITLE: Sound of a Million, 27 
min., produced by The Calvin Co. 





Wires speed a city’s sounds .. . and cattle augment the chorus. 


vy The sounds and scenes created 
by the daily activities of a vibrant 
city of a million people lend excit- 
ing reality to Sound of a Million, 
a 27-minute motion picture in 
color produced for the Kansas City 
Chamber of Commerce and the 
Southwestern Bell Telephone Com- 
pany by The Calvin Company. 
Designed to promote the ad- 
vantages of greater Kansas City as 
a desirable site for new business 
and industry, and as an all ‘round 
good place to work and live, Sound 
of a Million was viewed by more 
than 71,000 persons during its 











The Contribution of Films at Brussels 


7+ HE Brussels Universal and International Exhibition set the na- 
tions of the world a formidable task. That task was to convey 
to millions of visitors of every nationality an accurate picture of 
each nation’s way of life—the people who are its lifeblood, 
and its cultural, economic and industrial achievements. 

Ali the traditional means of demonstration were used—the 
arrangements of material, models and pictures—the design of 
the Pavilions—the Festivals of the performing arts. These ex- 
plained the historical and cultural background. 

Against this background, the new medium of the documentary 
motion picture showed most effectively the nations as they are 
today. Forty-three cinemas in the exhibition grounds convinc- 
ingly portrayed the world’s economic and industrial scene and 
provided an insight into the everyday lives of our neighbors. 

In the cinemas, visitors, relaxed and comfortably seated, 
absorbed the nations’ messages more quickly, and retained their 
new found knowledge longer than by any other means. 

The exhibiting countries put their faith in film to create inter- 
national understanding. At Brussels film has proved to be the 
universal language. 

Baron Moens de Fernig 
Commissioner General, Brussels World Fair 
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“Showdown” scene from Saturday Evening Post's promotional film. 




















Humor Spices a Selling Pitch 


The Post Woos Admen With an “Adult Eastern” 


sesame EVENING PosT space 
men are having a fine time 
this winter laughing at themselves 
in the new Post film, Showdown 
at Ulcer Gulch. Basically designed 
for fun, the picture nevertheless 
manages to present a solid case 
for the big Curtis publication 
which has grown faster in today’s 
television era than ever before in 
its history. 

Designed for presentation to ad- 
vertising executives throughout the 
country, the film is sub-titled An 
Adult Eastern, although the locale 
is way out yonder, amongst such 
characters as “Bandits, rustlers 
and guys from TV GUIDE.” 

The movie takes as its theme 
that its magazine is young in heart, 
exciting, endowed with pep and 
vigor and inevitably moving fast- 
er than any other. Its writing so- 
phisticated in intent, with a “fear- 
less humor,” lacking in sentimen- 
tality, statistics and analyses, es- 
tablishes a new tone for magazine 
presentations of the future. 

Satirical in style, the movie was 
Below: Chico Marx performs his 
piano specialty for “Salome” Jens 
in this Post-film scene. 
















































written by Post cartoonist Ted 
Key and features his famous “Ha- 
zel.” It is certain to become a 
conversation piece for the Post. 
Orson Bean, Harvard “48 (Yale 
0), left the “Blue Angel” long 
enough to take the lead in the 





Crosby and Hope take to “the 
road” again in Post's film 


film. Salome Jens, a new young 
Milwaukee, is pre- 
sented with all her many splendors 
as the heroine. In addition to 
Bean and Miss Jens, the cast in- 
cludes such bit players as Bing 
Crosby, Bob Hope, Edie Adams, 
Ernie Kovacs, Chico and Groucho 
Marx and Bibi Osterwald. 

The new film, in color, 30 min., 
is a “Cinematic Spectacular” pro 
duced by Shamus Culhane Pro 
ductions. Ly 


actress from 


Below: Orson Bean finds Miss 


Jens a charming protector . 
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John Baker (left), pres. National 
Audubon Society and Arthur T. 


Proudfit, ex-pres. of Creole, at 
premiere of Venezuelan film . . 


Nature Study 


Case Histories of the New Films: 


a. 





John M. Squiers, Jr., president of 
Willard Pictures, whose firm helped 
to produce and edit the film for 
Creole Petroleum . . . 


from Venezuela 


Creole Petroleum Film a Plea for Conservation 


Sponsor: Creole Petroleum Corp 


TitLe: Curioseando en los Llanos 
Venezolanos, 26 min., 
produced by Robert C. Hermes, 
William W. H. Gunn, and Wil- 
lard Pictures, Inc. 


color, 


This film on Venezuelan wild- 
life with Spanish narration has 
been released by Creole Petroleum 
Corp., Venezuela’s largest oil pro- 
ducer. 

The company commissioned 
Robert C. Hermes, a photogra- 
pher-lecturer of the National Au- 
dubon Society, to make a picture 
for use in Venezuela, and a long- 
er version for use on his lecture 
circuit in the U.S. and Canada. 

The film features natural sound 
recorded on location in the Vene- 
zuelan /lanos, or plains. It ends 
with a strong plea for conservation 
of the remarkable wildlife of that 
section of the country. During 
production, Mr. Hermes spent 


many months on a large cattle 
ranch on the Orinoco River in 
central Venezuela. There he found 
birds, animals, and reptiles seldom 
seen even in zoos and museums. 
The scarlet ibis, blue tanager, sun 
bittern and others are pictured, as 
are lizards and exotic butterflies, 
anteaters and, as a climax, red 
howler monkeys performing acro- 
batics on the roof of the jungle. 

Participating with Mr. Hermes 
was Dr. William W. H. Gunn of 
Toronto, a zoologist and present 
field secretary of the Federation of 
Ontario Naturalists. He recorded 
bird and animal calls on the scene 
during production. The picture 
was edited by Willard Pictures, 
Inc 

Creole is distributing the film 
widely throughout Venezuela, in- 
cluding showings on television. 
Spanish-speaking audiences in the 
U.S. may borrow the picture with- 
out charge from Creole, 1230 
Sixth Ave., New York 20. ag 


Historic Film on Nuclear Ship 


Sponsor: Maritime Administra- 
tion, U.S. Department of Com- 
merce, and the Atomic Energy 
Commission. 


TitLe: Full Speed Ahead, 15 
min., color, produced by Sam 
Orleans Productions. 


* Historic filming of the heart of 
the world’s first nuclear powered 
merchant ship comprises this first 
in a series of documentaries built 
around construction progress on 
the Nuclear Ship Savannah. Full 
Speed Ahead, a filmed presenta- 
tion of the highly technical sub- 
ject, was the bright spot of a recent 
Nuclear Ship symposium in Wash- 
ington attended by some 800 ship- 
builders, engineers, and scientists. 


rhe picture shows the testing of 
materials and safety devices that 
are going into the new-era mer- 
chant vessel. Never before filmed 
scenes of the actual setting up of 
a nuclear reactor power system, 
and the elaborate precautions 
taken to assure its safe use in 
world trade, are reassuring to 
watch. 

Coming upon the heels of epoch 
making undersea voyages made by 
America’s atomic powered sub- 
marines, Skate and Nautilus, and 
the doubtful reception of those 
vessels in some European ports 
(“nothing from Groton in Den- 
mark”), the new film offers a 
timely public relations medium. It 
will be available for televised 


showings at an early date. Prints 
will be available to universities for 
use in science and engineering 
classes and for private showings at 
civic clubs and organizations. 
During the past 12 years, Sam 
Orleans, the producer, has delved 
into the opening realms of nuclear 
physics and related subjects for 
such films as Radio-isotopes for 
Engineering, Security, Industrial 
Compressors for Tomorrow, and 





High Energy Radiations for Man- 
kind. 

Covering the ever-widening field 
led to a popular film series for the 
Atomic Energy Commission de- 
picting historic progress on plants 
at Oak Ridge, Tenn., Paducah, 
Ky., and Portsmouth, Ohio. 

For information on prints, write 
the Maritime Administration or 
the Atomic Energy Commission, 
Washington, D.C. 


Theatrical Short on Fishing Shows Why 


Alaska Lures the Sportsman 


hw ALL PIONEERS are looking 
for oil in Alaska. Some are 
looking for pictures . . . pictures 
of scenery, fish, forests and 
streams. Now that Alaska has be- 
come a full-fledged state, alert 
business film sponsors have been 
quick to capitalize on the increased 
interest in this comparatively little- 
known area. 

Kiekhafer Corporation 
cury Motors), Northwest Orient 
Airlines and Northern Consoli- 
dated Airlines are joint sponsors 
of a film about fishing in Alaska 
now in production at Fenton 
McHugh Productions, Inc., Evans- 
ton, Ill. Tentatively titled Over 
the Rainbows, the motion picture 
was made in 35mm Eastmancolor 
and will be released in January. 


In a land of contrasting civiliza- 
tion and wilderness three times as 
big as Texas, the problems in- 
volved in producing the film were 
pretty big, too. All supply and 
production requirements had to be 
worked out in advance, and care- 
fully scheduled; there was no quick 
telephone source in case of an 
oversight. The only communica- 
tion from the actual fishing camp 
at Kulik River Lodge in the Nan- 
whyenuk Lake region is by short- 
wave radio, and the aurora bore- 
alis blacked-out even that service. 

Nearly a ton of equipment had 


( Mer- 


Producers Ernie Lukas and Fenton 
McHugh on Alaskan project. 
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to be flown in, along with the cast 
and crew of six, via the Cessna 
Bushmaster twin-engine, float 
plane used by Northern Consoli- 
dated Airlines for its bush opera- 
tions. Approximately 300 air miles 
from Anchorage, the Kulik River 
fishing camp is located in the Kat- 
mai National Monument area. 
Nearby is the Valley of 10,000 
Smokes, once alive with volcanic 
activity and still part of one of 
the world’s largest active regions. 


Weather and Kodiak Bears 


This country is the home of the 
giant Kodiak bear, the world’s 
largest land carnivore, and the big 
fellows let it be known that they 
resented any movie-making in 
their domain. Twice filming had 
to be stopped, and in a hurry, 
when a couple of Kodiak cubs, 
along with their mother, decided 
to fish right along with the cast. 

While weather is always a prob- 
lem in location shooting, nowhere 
is weather forecasting more of a 
challenge than in southwestern 
Alaska. This is the “weather fac- 
tory” for the whole North Amer- 
ican continent, and severe meteor- 
ological disturbances are the rule 
rather than the exception. Local 
weather patterns are almost unpre- 
dictable. Thus, while a crew was 
busily shooting a scene in brilliant 
sunshine on one side of a: moun- 
tain, the other side often was en- 
veloped in a raging storm. 


Get the Pioneering Spirit 


Surrounded by the pioneering 
spirit of the residents of Alaska, 
whose average age is only 22, the 
crew soon discovered that the 
hazards involved in making a mo- 
tion picture there represented just 
another challenge. In a land burst- 
ing with the anticipation of things 
about to happen, only 1% of its 
oil, coal, minerals and timber has 
been surveyed. ig 
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It’s the Picture That Counts... 


and currently the following companies are counting on MPO 


to meet corporate objectives through motion pictures:* 


AMERICAN AIRLINES KAISER ALUMINUM & CHEMICAL CORP 

AMERICAN INSTITUTE OF CPA’S LEVER BROTHERS COMPANY 

ASSOCIATION OF PACIFIC FISHERIES MONSANTO CHEMICAL COMPANY Productions, Jc. 
EVINRUDE MOTORS REMINGTON ARMS COMPANY 

FORD MOTOR COMPANY REYNOLDS METALS COMPANY in NEW YORK CITY 
GENERAL MOTORS CORPORATION UNION CARBIDE CORPORATION 5S Sines Sak Wines 
GREATER NEW YORK FUND UNITED STATES AIR FORCE MUrrav Hill 8-7830 
GULF OIL CORPORATION U.S. FISH & WILDLIFE SERVICE 6 


HAMILTON WATCH COMPANY UNITED STATES STEEL CORPORATION in HOLLYWOOD 
4110 Radford Avenue 
*20 to 30 minutes in length. POplar 6-9579 














Shippee Named V.P. of Sales 
For All-Scope Pictures, Inc. 

vx Appointment of Jack V. Ship- 
pee as vice-president in charge of 
sales of All-Scope Pictures, Inc., 
Hollywood, has been announced 
by Gordon S. Mitchell, president 
All-Scope Pictures operates as the 
commercial film division of 20th 
Century Fox TV. 

Shippee formerly was west coast 
vice-president for United Film 
Service of Kansas City, Mo., han- 
dling film commercial production 
and placement of theatre-screen 
advertising on the West Coast. 

Earlier he was manager of J 
Walter Thompson Co.’s Kansas 
City office; executive vice-presi- 
dent of Potts-Turnbull, Kansas 
City; a partner in Walker Saussy 
agency, Houston, Tex., and presi- 
dent of Displays Plus, Inc., Chica- 
go advertising research group. 

Coincident with Shippee’s ap- 
pointment, Mitchell announced 
that All-Scope Pictures will repre- 
sent United Film Service on the 
West Coast, handling the sale of 
national theatre advertising pro- 
grams, as well as sale and place- 
ment of local library and manu- 
facturer-dealer screen advertising 
programs. United Film Service 
sales representatives in the east 
will represent All-Scope in place- 
ment of West Coast film pro- 
duction. | 


* * a6 


John J. Burke Joins Photo-Arts 
As Executive Vice-President 

vy John J. Burke has joined Photo- 
Arts Productions, Philadelphia, as 
executive vice-president in charge 
of motion picture production. 
Burke formerly was head of 
WCAU's Commercial Film Pro- 
duction Division, where he direct- 
ed the creation and production of 
commercial tv films. 

He is a veteran of 21 years’ ex- 
perience in cinematography and 
the holder of seven major awards 
in national and international film 
competition. His awards include 
two firsts and a second from the 
Venice Film Festival, a first at the 
Boston Film Festival, and three 
Freedoms Foundation honor med- 
als for color documentaries. Re- 
cently, with Photo-Art’s president 
Walter Dombrow, he completed 
the first official World Series film 
in color for the American and Na- 
tional Leagues. Wy 
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Hugh Gage-—to Eastern Sales 


Wilding Names Gage, Weake 
To Head East, Midwest Sales 

- Hugh F. Gage has been elected 
a vice-president of Wilding Picture 
Productions, Inc., Chicago, and 
placed in charge of Wilding’s East- 
ern Sales Division with headquar- 
ters in New York City. 

Clifford F. Weake will succeed 
Gage as manager of the Midwest 
Sales Division of Wilding in Chi- 
cago. Announcement of the ap- 
pointments was made by Jack 
Rheinstrom, vice-president, sales, 
of Wilding. 

In his new capacity, Gage will 
be in. charge of sales in eastern 
states of all Wilding services, in- 
cluding business motion pictures, 
industrial stage shows, slidefilms 
and graphic arts productions. 
Wilding tv commercials are han- 
died through a separate division. 

Gage joined Wilding as an ac- 
count executive in the New York 
branch in November, 1954. Pre- 
viously he had been a partner in 
Farrell and Gage Films, New York 
City, and a vice-president of Rob- 
ert Yarnall Ritchie Productions, 
Inc. He has been associated with 
communications for business for 
25 years. 

As head of the Eastern Sales 
Division, he succeeds Ted Wester- 
mann, who remains as a vice-pres- 
ident of the corporation. 

Weake joined Wilding as an ac- 
count executive in 1951, and has 
served companies in such varied 
industries as appliance, petroleum, 
farm implement, utilities and fi- 
nancial institutions. 

As Midwest Sales Division man- 
ager, Weake heads the division's 
five account executives, handling 
sales of Wilding services in mid- 
west and southern states between 
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Cliff Weake—in the Midwest 


Minneapolis and New Orleans, and 
in all states west of Chicago in- 
cluding the southwest, west and 
Pacific northwest areas. TV com- 
mercial sales in the midwest are 
handled by Wilding-TV. 

Before joining Wilding, Weake 
was assistant district manager in 
the Chicago office of National 
Gypsum Company. La 





Hans Erne—Florez Executive 


Erne, Cooper Named to New 
Executive Posts at Florez 

Two new executive appoint- 
ments at Florez Incorporated, De- 
troit, have been announced by 
Genaro A. Florez, president and 
board chairman of the sales devel- 
opment and training firm. 

Hans A. Erne, vice-president 
and member of the board, will as- 
sume the duties of secretary-treas- 
urer, and J. Raymond Cooper, 
vice-president and assistant gener- 
al manager, has been elected to the 
board of directors. 

Erne joined the Florez organ- 
ization in 1941, and has served as 
an account executive for a number 
of Florez clients, including Amer- 
ican Motors, the Lincoln and Mer- 
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cury Division of Ford Motor 
Company, Norge, and Bunting 
Brass and Bronze. 

Cooper, a member of the com- 
pany since 1945, is a veteran of 
many years in Detroit photograph- 
ic and graphic arts activities. & 

* * * 
Francis Lee Joins Animatic 
Productions as Producer-Dir. 
v Animatic Productions, Ltd., 
New York, has absorbed the 
studios and facilities of an anima- 
tion film company formerly head- 
ed by Francis Lee. Mr. Lee has 
joined Animatic as a producer- 
director. 

Tack Lowndes, president of 
Animatic. says that this expan- 
sion is part of the company’s new 
plan to provide its existing and 
new clients with extra film services 
in the field of television commer- 
cials and animated industrial pres- 
entations. Wy 

* co 


Bartel Now with Hartley 

As an Associate Producer 

ve Herman Bartel, former visual 
editorial director of THE AMER- 
ICAN HOME magazine, is now affil- 
iated with Hartley Productions, 
Inc., New York, as an associate 
producer. 

Previously he serviced national 
accounts in the fields of design, 
illustration, and as an agency art 
director. Throughout his career 
his avocation of motion picture 
production has earned him such 
recognition as the Lloyd Bacon 
Trophy for the best non-profes- 
sional film of the year, a special 
showing by the Academy of Mo- 
tion Picture Arts and Sciences, 
commendations for placing two 
productions in the Ten Best Non- 
Theatrical Films of the year, and 
citations for outstanding photog- 
raphy. a 

ca ok * 

Marvin Goldman, Lee DeGroot 
New Execs at Mel Richman, Inc. 
‘* Marvin Goldman has been 
named art director and Lee De- 
Groot sales representative of the 
Film Division of Mel Richman, 
Inc., Philadelphia. The division 
specializes in the production of 
audio-visual presentations for 
business. 

Formerly a free-lance photo- 
journalist and commercial photog- 
rapher, Goldman recently pro- 
duced and directed two motion 
pictures: Focus on Infinity, an art 
film about the works of William 
DeKooning, and An Alone Army, 
an educational film about George 
Washington at Valley Forge. 
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PUT YOUR VOICE ON FILM TO MAKE 
YOUR MOVIES MORE EFFECTIVE 


The Kodascope Pageant Magnetic-Optical 
Projector is two communication tools in 
one. It’s a fine optical sound projector. And 
it’s a precision magnetic recorder for adding 
sound to silent film—even while you sit at 
your desk! 


How it works: Once magnetic striping has 
been added to any 16mm film, proceed 
much as you would with any dictating 
machine. 

Narrate as the story unfolds, blend with 
music and sound effects, make changes as 
often as you wish. Alter existing scripts to 
bring films up to date, change the narration 
for use with different audiences, tailor your 
message to fit special needs. 


Where to use it: Research and progress re- 
ports, training, employee orientation, pub- 
lic and stockholder relations, customer 
presentations —these are only a few of the 
ways magnetic sound can be used. 

And this same Pageant Projector can 
also be used as a conventional sound pro- 
jector to show any 16mm film, sound or 
silent. 


The cost of this remarkable tool is $850*, 
little enough when you consider all the 
ways it can help you improve your com- 
munications, internal and external. 


Let a Kodak A-V Dealer demonstrate at 
your convenience or send for brochure. 


*List price, subject to change without notice. 
P 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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One panel holds all the controls for 
putting your own voice on film using the 
Kodascope Pageant Magnetic-Optical 
Projector. 











mite Park Slide 
Theatre, tirst of its kind 


New Yosemite Slide “Theatre” 
Is First in a National Park 

A special new slide projector 
“theatre” installed at Camp No. 7 
in Yosemite National Park gives 
rangers of the National Park Serv- 
ice an opportunity to present their 
nightly slide-talks to Park visitors 
right in the midst of their majestic 
natural surroundings, and to use 
Glacier Point and the internation- 
ally-famous “Fire-fall” to close the 
show. 


Shown in Redwood “Theatre” 

The projector, a Selectroslide 
rear-projection unit manufactured 
by Spindler & Sauppe, Los An- 
geles, is housed in a small build- 
ing approximately 20’ long, 14’ 
high and 14’ wide at the screen 
end, tapering slightly toward the 
end where the projector is located. 
The hut is built of redwood logs, 
as is the large outdoor theatre 
from which the audience watches 
the nightly performances. 

The 35mm. slides used by the 
rangers in their talks are projected 
on a screen 12’ wide; slides are 
changed by remote, hand-held con- 
trol cable. The screen is plastic, 
and is built so that it does not 
pick up headlights or other dis- 
tracting glare from cars passing on 
the highway. This is accomplished 
by a rough exterior screen texture; 
inside surface of the screen is 
smooth to receive the picture. 
Ample Illumination for Daytime 

The projector uses a 2” £./2.5 
lens, and is equipped with a 750 
or 1000-watt lamp, providing 
ample illumination even when pro- 
grams are started before complete 
nightfall. A sliding door covers the 
screen during the day to protect 
it from damage. 

The installation at Camp No. 7 
in Yosemite is the first made by 
the National Park Service. But al- 
ready the special facilities have be- 
come so popular with visitors that 
the idea may well be adopted, in 
principle at least, for all of the 
country’s national parks and for- 
ests. ay 
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Premiere World Title Golf Film 


Eisenhower Trophy Match Latest in USGA Film Series 


ry He LATEST IN A Series of offi- 

cial United States Golf As- 
sociation films, St. Andrews Golf, 
has been completed by National 
Educational Films, Inc. for pre- 
miere at the USGA annual meet- 
ing next month. 

The film records the first World 
Amateur Team Championship 
event held at St. Andrews, Scot- 
land, last October, for the Eisen- 
hower Trophy. 


USGA Officers on the Scene 

On hand for the United States 
were John D. Ames and Joseph C. 
Dey, Jr., president and secretary, 
respectively, of the USGA, Robert 
T. “Bobby” Jones, Jr., captain of 
the American team, and members, 
Charles Coe, William Hyndman 


Ill, William J. Patton and Dr. 
Frank M. Taylor, Jr. 

St. Andrews, seat of the oldest 
Scottish University, an occasional 
residence of royalty, and a sea- 
port, is best known as the location 
of the most famous golf course in 
the world, the Royal and Ancient 
Golf Club, founded in 1754. 
Wherever a camera is pointed in 
this film there is scenic beauty, 
historical significance, or the drama 
of a closely contested golf match. 

Twenty-nine countries were 
represented as the first drive was 
sent down the historic first fairway 
by G. Behrens of Venezuela to 
begin the long trek on storm-swept 
fairways. Winds of gale force 
strong enough to blow Frank Tay- 
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lor’s ball off the putting surface of 
the eleventh green heightened the 
drama of the first day’s play. 
Great Britain led by six strokes 
with the U.S. in second position. 

Great Britain maintained its 
lead during the second day, with 
New Zealand coming up strong to 
go out in front on the third day. 
In the final round, the U.S.’s Bill 
Hyndman took the spotlight—his 
72 tied the fast-finishing Austral- 
ians and carried his team-mates 
into an 18-hole play-off for the 
Eisenhower trophy. 


Australia Wins World Title 

In a dramatic play-off Australia 
won the first world championship 
by two strokes. The lead ebbed 
and flowed, but the Aussies were 
victorious largely through the ef- 
forts of 21-year-old Bruce Devlin, 
whose brilliant 72 clinched the 
victory. 

For the first time, and in defer- 
ence to a request by the USGA, 
the interior of the Royal and An- 
cient clubhouse was exposed to 
the motion picture camera. On 
one wall hang portraits of Bobby 
Jones and Francis Ouimet, the 
latter being the only American 
honored by being made a captain 
of the club. 

St. Andrews Golf will be avail- 
able for rental to clubs, civic and 
fraternal organizations. Prints can 
also be purchased by golf clubs 
and golf associations. ea 
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Armour Slidefilm Gives Tips 
On Raising “Meat Type” Hogs 
ve. An Armour & Company sound 
slidefilm in color designed to en- 
courage the production of “meat 
type” hogs is getting favorable at- 
tention from midwestern farm 
leaders. 

Titled We All Have a Stake In 
Meat Type Hogs, the 19-minute 
production is part of a company 
program to show farmers how to 
make more profit by raising hogs 
with more lean meat. 

More than 16,000 livestock men 
have seen the color slidefilm in 
private showings, and additional 
thousands have seen it in farm pro- 
grams Over tv stations in Chicago, 
Kansas City, Omaha, Detroit, Min- 
neapolis, and Madison, Wis. 

Charles Hughes, of Armour’s 
Livestock Bureau, produced the 
slidefilm, assisted by Charles Shaw, 
head of the company’s audio-vis- 
ual department. We 


9th Annual Production Review 
The Buyer's Guide to Producers 
Will Appear in February, 1959 
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Join these companies who 
have already found all the in- 
gredients at one film pro- 
ducer to assure effective film 
programs. 


VISUALSCOPE 
incorporated 


103 PARK AVENUE 
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Peter Mayer Named Special 
Rep for SVE Visual Services 

vy Peter Mayer has been named 
special representative, extending 
sponsored 35mm filmstrip service 
and special production activities 
for the Society for Visual Educa- 
tion, Inc., Chicago. Mayer for- 
merly was advertising manager 
for Rodney, Inc., and production 
assistant with Gordon Best Ad- 
vertising. 

Besides serving the nation’s 
schools and churches, SVE offers 
facilities for industrial (35mm 
filmstrip or 2x2 slide) presenta- 
tions, through advertising agencies 
or on direct order from the client. 

SVE is a subsidiary of Graflex, 
Inc., Rochester, N.Y., and an affil- 
iate of General Precision Equip- 
ment Corp., New York City. & 


* * * 


Jack Tarbis Joins Filmack 

As Account Exec in Chicago 

r Jack L. Tarbis has joined the 
Chicago branch of Filmack Stu- 
dios as an account executive for 
Filmack’s television and industrial 
film department. 

Tarbis, who taught television 
production and special effects at 
Kentucky’s United Television La- 
boratories, formerly was associated 
with CBS-TV, Kent Lane Films, 
Cayton Advertising, and the Paul 
J. Steffen Company. His _ back- 
ground includes all phases of tv 
and industrial film production, 
direction, editing, as well as sales 
and agency copy writing. 4 


oe ba * 


Ceco Named U.S. Distributor 
For New Gaumont-Kalee Unit 
vy Camera Equipment Co., New 
York City, has been appointed ex- 
clusive United States distributor 
for the new Gaumont-Kalee 
“1690” sound recording unit for 
the Arriflex 16 Camera. 

With the Gaumont-Kalee unit, 
the Arri 16 can be brought to lo- 
cation for assignments that do not 
warrant the use of expensive and 
unwieldy equipment. Transistor- 
ized, the equipment is light in 
weight and easily portable. 

The combination can be oper- 
ated by a cameraman and sound 
operator, the latter carrying the 
amplifier on a shoulder strap and 
handling the mike during the in- 
terview. The unit is mounted be- 
tween the camera and the tripod 
head. The film is pulled through 
the sound head by the take-up 
and hold-back sprocket on the 
camera. No other mechanical 
drive is required. a 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE SouRCE 


CAMERAS LIGHTING 


MITCHELL Mole Richardson 
16mm Bardwell McAlister 
35mm Standard Colortran 
35mm Hi-Speed Century 
35mm NC ® 35mm BNC Cable 
Spider Boxes 
BELL & HOWELL Bull Switches 
Standard ® Eyemo ® Filmo Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
ARRIFLEX 2000W-750W 
lémm ¢ 35mm CECO Cone Lites 
WALL 


(shadowless lite) 
35mm single system 


Gator Clip Lites 
Barn Doors 
ECLAIR CAMERETTE Diffusers 
35mm © 16/35mm 
Combination 


Dimmers 
Reflectors 
AURICONS 
all models single system 
Cine Kodak Special 
Maurer ® Bolex 
Blimps ® Tripods 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform © Western 
3 Wheel Portable 


EDITING 


Moviolas ® Rewinders 
Tables © Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps © Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C. ZUCKER 


(+ AIMERA CQuipment O..INC. 


Dept. S 315 West 43rd St., 
New York 36, N. Y. JUdson 6-1420 








Motion Pictures 
With a Message - 


YOUR Message! 





written by 





Melvin Shaw 


Hollywood Professional Building 
7046 Hollywood Boulevard 
Hollywood 28, California 

HOllywood 9-0042 
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Irving Oshman, Dynamic’s 
supervising editor on the job. 


(CONTINUED FROM PAGE 53) 


presentations other than film for 
a number of industrial clients. 

Impressive as this is, it seems 
a natural outgrowth of Dynamic’s 
ability to conceive new ideas and 
their courage to carry them out. 
Through this company’s entire 
growth, a single constant thread 
has been evident . . . the refusal 
of Nathan Zucker to be content 
just to produce films according to 
formula. 


Seek New Ways to Serve 

In his role as Dynamic’s presi- 
dent and now in his capacity as 
president of the Film Producers 
Association of New York he has 
continually insisted on new areas 
of endeavor. He contends: 

“We are not in the film business 
We are engaged in the most ex- 
citing, stimulating and revolution- 
ary field of communication in 
twentieth century life. This is our 
privilege and, at the same time, 
our deep responsibility. We must 
find new ways to serve the audi- 
ence and client with today’s visual 
techniques. The path between 
client and audience is one that 
must be bridged with imagination 
and it is the producer’s respon- 
sibility to do so.” 


Policy for Community Relations 

A policy of self-initiating pro- 
ductions in the community rela- 
tions field has begun to revolution- 
ize the existing pattern of distribu- 
tion in the non-theatrical field. His 
development of “continuity of im- 
pression” through self-liquidating 
film projects has enabled Dy- 
namic’s clients to keep a conti- 
nuity of effective programming un- 
equalled in the industry and has 
resulted in the production of excit- 
ing and creative motion pictures. 

Both Archer Winsten of the 
New York Post and Howard 


10 Dynamic Years in Review: 


Thompson of the New York 
Times have highly praised the Dy- 
namic-produced film and as a cul- 
mination of his contribution to the 
industry, in 1958, Mr. Zucker was 
honored by his fellow producers 
and elected president of the Film 
Producers Association of New 
York. 

Despite this imposing record, 
Zucker and his company begin the 
next decade with a sense of “just 
beginning.” 

Zucker feels that everything that 
has gone before has merely been 
a preparation for what is to come. 
He could be termed “the last angry 
man” in the film industry. He is 
dissatisfied with having the “non- 
theatrical film” bracketed as a poor 
relation of the Grade B Holly- 
wood movie or television program. 


He is upset because producers are 
still going in and out of business 
with every picture. He is irritated 
when he finds that the writing of 
the industrial or sponsored film is 
considered less than a creative as- 
signment. And he is downright 
furious when anyone suggests that 
the film industry has seen its best 
days. 


Has Ambitious Plans for Future 


His plans for the future are am- 
bitious and broad. The subject 
areas in which Dynamic is cur- 
rently at work are as wide and 
diverse as the 20th century itself. 
In industry and commerce there 
are films on corporate images and 
investment counseling, suggestion 
systems, jobber-dealer merchandis- 
ing, retail sales-customer relation- 





Scratches on Film 
Irritate Audiences 





Scratches are havens for dirt, and 
refract light improperly. On the 

screen, they mar the picture and may 
distract attention. If on the sound track, 
they produce offensive crackling. 


Fortunately scratches can almost 
always be removed — without loss 
of light, density, color quality, 


or sharpness. 
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ships and technical and conceptual 
skills. 

Lee Bobker is supervising a 
series of human relations pictures 
on changing neighborhoods, inter- 
group community relations, old 
age and retirement, and psychiatric 
and mental health problems. 

Les Becker has initiated and is 
producing motion pictures in pub- 
lic affairs and government, includ- 
ing traffic and highway safety, city 
planning, urban renewal, housing, 
as well as religious programs such 
as a film on the North American 
Christian community. In addition, 
he is writing, directing and pro- 
ducing several unusual overseas 
travel films. 

Under Sol Feuerman’s direction, 
the medical and scientific film de- 
partment has in production films 
on forensic medicine, hypertension 
and the role of the American den- 
tist in our society. 

Subjects Cover a Wide Range 


Other programs under Zucker’s 
personal direction include films on 
schools and school planning, the 
history of the labor movement in 
America, the role of the federal 
governmental agencies in housing, 
immigration, as well as special 
theatrical features and television 
entertainment films. 

This tremendous range of sub- 
ject area is dramatic proof of 
Zucker’s contention that a crea- 
tively staffed independent film 
company is, and will continue to 
be, the core of the film industry 
and that, as far as Dynamic is 
concerned, no film project lies be- 
yond their scope. a 


a 7 * 


“Citizenship in Action” Shows 
Value of Student Government 
vw Citizenship in Action, a 23- 
minute sound motion picture show- 
ing the opportunities offered high 
school students to participate in 
citizenship activities through their 
student councils, has been released 
by the Audio-Visual Center, In- 
diana University. 

The film was produced in co- 
operation with the National Asso- 
ciation of Student Councils of the 
National Association of Second- 
ary-School Principals (NEA). It 
is intended for use by student 
councils, social studies classes, 
guidance counselors and others 
who help young people to become 
interested in civic affairs. 

Prints may be purchased at 
$100 each from the Audio-Visual 
Center, Indiana University, Bloom- 
ington, Ind., and from the Educa- 
tional Film Library Association, 
250 W. 57th St., New York 19. 
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Caldwell's Walter Shean 


Shean Will Direct Promotion 
Activities at S. W. Caldwell 
vx Walter Shean has been appoint- 
ed advertising and promotion 
manager of S. W. Caldwell Ltd., 
Toronto, according to Gordon 
Keeble, vice-president of the com- 
pany. 

Shean, who became interested 
in photography and advertising 
while an engineering student at 
Queen’s University in Kingston, 
has been associated with Herring- 
ton News Service and CKWS-TV. 
Earlier he was with National Busi- 
ness Publications, Toronto. 

At Caldwell, Shean will coor- 
dinate the advertising, promotion 
and publicity activities of the vari- 
ous divisions of the company. 

ok *” ok 

Sturm Studio Moves; Add Staff 
vx Sturm Studios, starting its tenth 
year this month as a producer of 
films for government and industry, 
has moved to new, larger quarters 
at 49 West 45th Street, New York, 
and has taken on additional per- 
manent personnel. 

The original three partners of 
the company, Bill Sturm, Orestes 
Calpini and Albert D. Hecht, now 
have a permanent staff of 25 and 
their basic company embraces two 
subsidiary divisions. Kineo-Graph- 
ics, Inc., produces stop-motion se- 


quences for films of all types; 
while another division has devel- 
oped a special puppet, or “Ani- 
kin” (animated mannequin) for 
filming purposes. 

In addition to industrial films 
and TV spots, the company has 
been a long-time producer of tech- 
nical films for the U.S. Army, 
Navy and Air Force. tat 

* * * 

Heagerty New President of 
International Lip-Sync Firm 

ve Lee J. Heagerty has resigned 
as vice-president of merchandising 
for Grant Advertising, Inc., to be- 
come president of Hudson Pro- 
ductions Ltd., Montreal, Canada, 
international _lip-synchronization 
service for films. 

Hudson’s staff and facilities in 
Montreal are being expanded, and 


Aon 
= 






= 


Lee J. Heagerty 


plans are under way to open over- 
seas offices and facilities in Ha- 
vana, Madrid, Lisbon and West 
Berlin. 

Under the expansion program, 
Hudson will produce lip-synchro- 
nous sound tracks for tv films and 
theatrical motion pictures in 
French, Spanish, Portuguese and 
German. At present the company 
specializes in French. bt 

* * * 
Elektra Productions Moves 

Elektra Film Productions has 
moved to larger quarters at 33 
West 46th Street, New York 
City. i 
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DuKane 


Micromatic'’ Projector 


DuKane Shows 1959 Model 

Of “Micromatic’ SSF Unit 

vy Several new improvements have 
been added to the 1959 model 
“Micromatic” sound slidefilm pro- 
jector manufactured by DuKane 
Corporation, St. Charles, Ill. The 
unit incorporates in a single, com- 
pact machine a filmstrip projector 
and record player which automati- 
cally synchronizes pictures and 
sound, without attention from the 
operator. 

New features on the 1959 model 
include a “built-in spare needle” — 
a new-type plug-in cartridge with 
two needles, so that the spare is 
always ready for use. Other im- 
provements are a printed circuit 
amplifier for better sound repro- 
duction, and a new “stubby” lamp 
which allows improved air circula- 
tion. 

The most apparent change in 
the 1959 Micromatic unit is a new 
“slimline” case, only 642” wide 
at the top. Smaller than many a 
salesman’s briefcase, the luggage 
styled case is finished in maroon 
pingrain and polished aluminum. 
A built-in shadow-box screen is 
contained within the lid. 

Units feature the company’s 
exclusive “Redi-Wind” film sys- 
tem which eliminates film rewind- 
ing, and the “Synchrowink” pic- 
ture-change mechanism, which 
changes pictures in 1/20 second. 

The new Micromatic is known 
as DuKane model 14A-390B. A 
manual sound slidefilm projector, 
with all features except the auto- 
matic film advance, is available as 
model 14A-335B. We 


+ * *~” 


FilMagic Pylons Now Packaged 
In “Window-Type” Containers 
vw All FilMagic Pylon kits are 
now being packaged in a new ace- 
tate-windowed container which 
makes their contents easier to 
identify for customers and for in- 
ventory, according to an an- 
nouncement by the Distributor’s 
Group, Inc., Atlanta, Ga., manu- 
facturer of FilMagic. Use of the 
kit allows cleaning of motion pic- 


New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


ture films and projector apertures 
at normal operating speeds. 

The FilMagic Pylon Kits are 
available in two packs. One, with 
fittings for the Ampro, Bell and 
Howell or Eastman projectors, re- 
tails at $5.40. The kit for RCA, 
TSI or Victor projectors contains 
a special “L” flange and spacers, 
and retails for $6.25. Complete 
instructions for mounting and 
maintenance are provided with 
each kit. 

Field tests indicate, the company 
says, that across-the-counter sales 
have increased since the new 
window package was introduced. 
Further information on FilMagic 
may be obtained from local audio- 
visual dealers, or direct from the 
manufacturer. he 


Consider... 


New Genarco Slide Changer 
Takes Up to 70 Slides 3'4x4 


vy A new electric slide changer 
(Model 6800) has been an- 
nounced by Genarco, Inc., Ja- 
maica, N.Y. The slide changer, 
which takes as many as 70 slides 
3% x 4 with cover glasses bound 
all around or the new Polaroid 
slides in plastic mounts, operates 
by push-button remote control and 
changes slides in less than 2 sec- 
ond, the manufacturer states. 
Retailing for $285.00, the 
Model 6800 unit can be adapted 
for use with most makes of 3% x 
4 slide projectors. It is described 
in pamphlet 257A, available on 
request to the company. 4 
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Camerette Double-System Camera 


New Features Mark Camerette 
Double-System Sound Camera 
vx Studio-quality sound is one of 
the features claimed for the new 
Camerette magnetic sound-on-film 
16/35mm motion picture camera, 
distributed in the U.S. by Houston 
Fearless Corp., Los Angeles. 

Entire double-system unit is 
contained in a compact, lightweight 
fiber glass blimp. The camera will 
use either 16mm or 35mm photo- 
graphic film as well as 16 or 35mm 
fully coated magnetic sound film, 
and can be converted readily for 
either use. 

Recorder and camera are driven 
by a 24-volt synchronous DC 
motor with a special governor for 
good speed stability. Amplifier 
unit is complete in a separate case 
and also operates from a 24-volt 
battery. Two input channels are 
provided, each with its own am- 
plifier, gain and tone controls. 
Outputs from both amplifiers are 
mixed and fed through a volume 
control to the recording amplifier. 
The recorder can be operated in- 
dependently for non-synchronized 
sound tracks. 

Separate playback amplifier has 
selector switch enabling operator 
to hear either direct signal or play- 
back. A microphone in the am- 
plifier panel allows for communi- 
cation with the cameraman and 
recording sound-track identifica- 
tion. A synchronized identifica- 
tion system puts a short pulse tone 
on the sound track and a mark on 
the picture film simultaneously. 

The camera, a 16/35mm Eclair 
Camerette (patents Coutant- 
Mathot), has a reflex viewing 
system, with eye-piece carried to 
the back of the blimp by a tele- 
scope arrangement and adjustable 
for 16 or 35mm frame size. Rilm 
capacity is 400 ft., 16 or 35mm. A 
divergent three-lens turret accom- 
modates a variety of lenses. Total 
weight of the complete unit is 
about 100 Ibs.; dimensions are 
rh PS SY a Ge 
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sears and the Film: 
(CONTINUED FROM PAGE 49) 
more outside sources. His de- 
partment can do as much, or as 
little, of the script-to-screen job 
as the individual project warrants. 

This arrangement provides un- 
usual flexibility in motion picture 
production. In the case of Sears 


Latin American film, for example, 
the major portion of the camera 


work and direction was done by 
two stateside people. National 
crews did much of the rest. Dur- 
ing a memorable week a year or 
two ago, the company actually did 
have motion picture crews oper- 
ating simultaneously in Lima, San 
Paolo, Mexico City, New York, 
Vancouver and Chicago. 

Motion picture services which 
Mr. Cellier’s department sub-con- 
tracts range from research to di- 
recting, from animating to editing, 
from opticals to printing. 

This method of operation gives 
the company access to a wide 
variety of production sources. 
However, practice has been to use 


two or three principal sources, 


who have come to understand by 
company’s 


experience the main 
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objectives and requirements in 
terms of costs and quality. Over 
the years, some of the company’s 
principal production sources in 
Chicago have been Encyclopaedia 
Britannica Films, Wilding Picture 
Productions, Dallas Jones Produc- 
tions, and Colmes-Werrenrath 
Productions; Herman Engel Pro- 
ductions has handled much of 
Sears’ motion picture work in the 
East; Telepix has handled major 
assignments for Sears on the West 
Coast. 

Seek Balance for Program 

Part of his department’s job, as 
Mr. Cellier sees it, is to strike as 
close a balance as possible be- 
tween effectiveness and economy 
in the films it produces. 

A case in point is a production 
for the various levels of store man- 


agement, Sears Best Is Your Best 
Buy, made in 1957 to spark sales 


emphasis on top-line Sears mer- 
chandise. Since the film was in- 
tended for a Sears audience only, 
and not for the general public, an 
inexpensive kinescope was made 
in a TV studio, rather than a mo- 
tion picture. While kinescopes 
have the obvious disadvantage of 
flat lighting and coarse resolution 
and hence lack the depth of a 
regular motion picture, getting the 
message across was the main ob- 
jective—since this was a “pitch- 
type” presentation. This justified 
the lower-cost kinescope produc- 
tion. On the other hand, where 
visual quality is of paramount im- 
portance, as in a fashion film, a 
kinescope film would not be ad- 
visable, in Mr. Cellier’s opinion. 

Follow Three Main Paths 

Motion picture activities at 
Sears take three principal direc- 
tions: 

1. Communicating with Sears 

employees. 
2. Communicating with the 
general public. 

3. Communicating with the 

consumer public. 

1. Under the first category, of 
course, come such films as the 
Annual Report and the induction 
film, Starting With Sears, a film 
which is shown to all new em- 
ployees. 

The company “talks” to its em- 
ployees in a number of additional 
films. One of them, Secret Thief, 
deals with the problem of inven- 
tory shrinkage, its aim beire to 
reduce the $6,000,000 which Sears 
loses annually through this means. 
The film is “custom-screened” in 
the field by men traveling out of 
(CONTINUED ON NEXT PAGE) 
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the territorial controllers’ offices. 
While the film’s actual effect may 
be difficult to assess, Mr. Cellier 
points out that even a 5% drop 
in inventory shrinkage would more 
than pay for ten motion pictures 
on the subject. 

Custom Work Shops, a 20-min- 
ute film in color, is intended to 
help Sears stores set up and run 
efficient work rooms for the fab- 
rication of draperies, slip covers, 
and the hardware on which good- 
looking draperies need to be hung. 
This film also is custom-screened 
in the field, with the complete 
presentation including manuals, 
charts, oral presentation and dis- 
cussion. 

Starting With Sears replaces an 
earlier indoctrination film, pro- 
duced for the company in 1951. 
Although motion picture costs 
have risen sharply in the interim, 
Mr. Cellier’s department, by con- 
trolling all phases of production, 
was able to bring in the new film 
at over 40% less than its earlier 
counterpart. 

Besides those now in use, several 
additional films intended for em- 
ployee showings are now being 
considered for future production. 
The films include: 

Sears Benefit Program, to in- 
crease employees’ appreciation of 
this aspect of Sears personne! 
policies. 

The Testing and Development 
Laboratory, to point up the con- 
tribution which this service depart- 
ment has made and will continue 
to make to the efficiency and pro- 
ductivity of Sears buyers and their 
sources of supply. 

Visual Stock Control, to help 
the company realize important 
Savings in inventory control. 

Truck-Loading and Delivery of 
Merchandise, to help reduce the 
company’s million-dollar losses in 
this area. 

Films for General Public 
in 


2. In communicating with the 
general public, Sears’ most distin- 


guished recent effort is the motion 
picture Endowing Our Future, re- 
leased under the sponsorship of 
the Sears, Roebuck Foundation 
and in circulation through Modern 
Talking Picture Service. A search- 
ing appraisal of the history, prob- 
lems and prospects of American 
higher education, Endowing Our 
Future was named by the New 
YorK TIMEs as one of the ten 
best documentaries of 1957. The 
Sears Foundation produced it in 
cooperation with Herman Engel 
Productions in New York. 

Besides Endowing Our Future, 
individual units of The Story of 
Sears in America, and Partners in 
Progress, a number of other pub- 
lic relations films under the Sears 
aegis also are in general circula- 
tion. 

Films Aimed at Consumers 

3. The “consumer public” part 
of Mr. Cellier’s activities has, so 
far, included the production of 73 
television commercials; As Your 
Home Goes, a film on home im- 
provement now in circulation to 
consumer groups through Modern 
Talking Picture Service; and a 
production for which planning has 
been completed, titled Our Won- 
derful World, aimed at helping to 
sell the Sears book series of the 
same name to parents via PTA 
groups, to librarians, and to teach- 
ers, and at recruiting and training 
new personnel to sell the set of 
books. 

An important part of this ac- 
tivity, also, involves persuading 
individual merchandising depart- 
ment sales managers to make in- 
creasing use of films in their pro- 
motional activities. Since all Sears 
merchandising departments have 
their own promotional budgets, to 
spend as they see fit, this means 
convincing the departments of the 
value of the film medivm. 

Your Community, a documen- 
tary film on the subject of home 
improvement projects, has had 
good reception among women’s 
clubs and in high school social 
studies classes. 

Progress Through Profits, a unit 





in the Story of Sears series, is be- 
ing given additional distribution 
through the U.S. Chamber of Com- 
merce, utilizing the services of 
local chambers of commerce. In 
this matter, Sears has followed the 
lead of the Du Pont Company, 
which has made two of its films 
on economic education, /t’s Every- 
body’s Business and The Story of 
Creative Capital, available to the 
National Chamber. 

Newest production for the Sears 
Foundation, Distributive Educa- 
lion, was released this summer. 
Made in cooperation with the 
American Vocational Association, 
the film is designed to stimulate 
the establishment of distributive 
education courses in high schools 
throughout the country. 

Although not in the strictest 
sense a public relations film, the 
company’s Time for Decision 
merits mention in this broad cate- 
gory. It is Sears’ contribution to 
the subject of retaii distribution in 
the Vocation Weeks for college 
seniors that are held annually by 
educational institutions throughout 
the country. In this film Sears 
speaks not primarily for itself but 
for the entire field of retail dis- 
tribution. 


Sears’ Future in Pictures 


What is ahead for Sears in the 
motion picture medium? As Frank 
Cellier sees it, Sears’ real motion 
picture era lies in the future. “We 
have hardly begun to scratch the 
surface,” he says. “The potential 
use of motion pictures and TV by 
this company is so great, and so 
inevitable, that we regard today’s 
investment as ‘seed-money’ for the 
future.” 

In Sears, Mr. Cellier’s depart- 
ment has a unique opportunity to 
cultivate a broad, over-all view of 
the company’s operations, its mer- 
chandising potential, its personnel 
potential, and its public relations 
potential. His department is in an 
excellent position to be both a con- 
sultant with individual depart- 
ments on communications projects 
and a liaison between these de- 


(CONCLUDED ON PAGE 68) 
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AN EQUATION FOR PROGRESS 
(CONTINUED FROM PAGE FIFTY-ONE) 
non-scientific audience in a motion picture falls 
a little flat. 

Ford Motor Company’s Equation for Prog- 
ress doesn’t make this mistake. It’s a tech- 
nical film, but it is presented in a manner 
that non-technical audiences, too, will find 
appealing. 

In the words of Dr. Andrew A. Kucher, 
vice-president of engineering and research for 
Ford and the narrator, “this film is really a 
kind of progress report—a reminder of how 
far and how fast we have come along the 
American Road of research and engineering— 
and to what extent we have applied our knowl- 
edge to the common welfare.” 

Recalling how comparatively uncomplicated 
research was in earlier days, the film pictures 
such pioneers as Henry Ford, who tested his 
theories on internal combustion engines at the 
kitchen sink; the Wright brothers, who used 
their bicycles and their bicycle shop as a “lab- 
oratory” on the principles of flight; and the 
early Thomas A. Edison laboratory at Menlo 
Park. But this situation didn’t remain for 
long. Today, as Dr. Kucher points out, “a 
research scientist must have equipment at his 
disposal not to be found in attics and cellars; 
for such equipment is not only extremely com- 
plex, it is also extremely expensive. Some- 
one must put up the money for these necessary 
tools of modern research—and industry has 
undertaken a considerable share of this re- 
sponsibility.” 

Thus the gap is bridged for a look at some 
of the scientific marvels that are a part of 
everyday happenings in Ford’s Research and 
Development Center at Dearborn. 

There is an extraordinary sequence of alpha 
particles being emitted by a radio-active sub- 
stance under laboratory study. The camera 
catches the vapor trails resulting from this 
action—the only action that the human eye, 
or any known scientific device, can record. 
These vapor trails, however, tell a story to the 
scientist, a story that may be translated into 
better living for tomorrow. 

Under Dr. Kucher’s guidance, the camera 
next moves on to record the spectroscope 








(CONTINUED ON PAGE SIXTY-NINE) 


SUCCESS 
IS A JOURNEY... NOT 
A DESTINATION... 


and that is why, even though we now produce 
the finest titles in the country, we constantly 
strive to improve our product . . . to add new 
equipment .. . new processes . . . to always 
prove The Knight Way is the Right Way.” 
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_EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St 
Boston 16. 


e NEW JERSEY e 


Slidecraft Co., 142 Morris 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. ]. 


Ave., 


e NEW YORK e 


Association Films, Inc., 347 Mad 
ison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York 

The Jam Handy Organization, 
1775 Broadway, New York 19 


Ken Killian Company, Inc., 725 


Prospect Ave., Westbury, N. Y 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19 
Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22 


J. P. Lilley & Son, 928 N. 3rd St 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143 


e WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6 
6731. 


__SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton 
N. W., Alpine 5378, Atlanta 


St., 


DIRECTORY 


e LOUISIANA e 
Stanley Projection Company, 1117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore |. 
LE. 9-3391. 


e MISSISSIPPI e 


Herschel Smith Company, 119 


Roach St., Jackson 110. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l. 


Midwest Visual Equipment Co., 
5518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
ll. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, |37 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 
Dualified audio-visual dealers are 
ted in this Directory at $1.00 per 
ne per issue. 


OF VISUAL EDUCATION DEALERS 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 





e CALIFORNIA e 


LOS ANGELES AREA 

Clausonthue Audio Visual, Sales 
and Service, 945 S. Montezuma 
Way, W. Covina. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
829 S. 
17. 


Inc., 
Angeles 


Ralke Company, 
Flower St., Los 
Phone: TR. 8664. 


S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 550 Battery St., 

San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 


Salt Lake City 10. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 


BUSINESS 


Sears and the Film: 


(CONTINUED FROM PAGE 66) 


partments and top management. 
Under this arrangement, motion 
pictures and other forms of com- 
munication can grow increasingly 
effective—“a consummation,” ac- 
cording to Mr. Cellier, “devoutly 
to be wished.” 

Mr. Cellier’s viewpoint as to the 
eventual development of the com- 
pany’s Annual Report on Film 
warrants mention here. 

“Eventually the Report on Film 
will undoubltedly take the form of 
a two-way telecast, with questions 
visibly asked in Seattle or Bangor 
or Miami and answered from Chi- 
cago—or elsewhere, too, if neces- 
sary—within seconds,” he says. 

Closed-Circuit TV Costly 

“Technically, such a telecast is 
perfectly feasible today, and these 
techniques are in actual use. To 
provide an adequate substitute for 
our annual film through these tech- 
niques today, however, would 
make our costs prohibitively high. 

“In another few years, perhaps, 
Sears will have its own TV net- 
work; just as we have a teletype 
network today. When that day 
comes, we will very probably use 
it not only for an annual conver- 
sation with the whole field, but for 
frequent—even daily—conversa- 
tions with appropriate segments of 
the field, and particularly for shar- 
ing with the entire company such 
a momentous event as our “On to 
Chicago’ meeting.” 

Film Is the Basic Medium 
_ Even when the day of the com- 
pany’s own TV network comes, a 
large part of the basic presenta- 
tions will necessarily be made on 
film, Mr. Cellier thinks. Brief 
question-and-answer periods may 
be “live,” but they will serve as 
interludes in, or additions to, the 
basic on-film presentation which, 
as in commercial tv today, is al- 
ways safer and cheaper, and mostly 
better. ty 


* * * 


Commercial Films, Inc. Opens 
Studio in Springfield, Mass. 
vy A new motion picture produc- 
tion company, Commercial Films, 
Inc., has been formed with offices 
and studios at 458 Bridge Street, 
Springfield, Mass. The firm will 
specialize in public relations films 
for business, according to Wallace 
E. Huntington, president. 

Sheldon M. Titcomb has been 
appointed general manager of the 
new film production firm. ye 


SCREEN MAGAZINE 











AN EQUATION FOR PROGRESS 


fy VER}; (CONTINUED FROM PAGE SIXTY-SEVEN) 
uUatl Y- l 


study of metal, using instrumentation so deli- 
FILM SHIPPING CASES cate that just one imperfection in 10 million 
particles is apparent. Use of the electron 
microscope in the study of metals also is pic- 
tured, an indication of the lengths to which 


automotive scientists today go in their search @ MOTION PICTURES 
for perfection. 

Through the use of sound vw ‘es of enor- @ FILMOGRAPHS 
mously high frequency, automoive scientists 
can now probe the interior of metals, and 
“listen” te flaws that no other means could @ SLIDE FILMS 
detect. Using this equipment, the research man 
literally “sees” imperfections with his ears. @ SLIDES 

Dynamometer test cells that record the in- 
side workings of an automotive engine .. . 
the use of modern instrumentation in the study @ TRAINING COURSES 
of torque . . . analog computers into which 
facts can be fed to pre-test the behavior of @ TRAINING GUIDES 
experimental cars .. . all of these tools of 


science are shown as necessary components 
of the modern automobile maker’s laboratory. 
Looking into the automobiles of the future. 


@ FLANNEL BOARDS 






















e Best quality domestic fibre the film shows how micro-photography is now @ TV COMMERCIALS 
e Heavy steel corners for a tool of research study . . . how, through proc- 
added protection esses now known, the basic mollecular struc- 
e Durable 1” web straps ture of metals and ceramics can be changed. 
e Large address card holder Soon, the automotive scientist may be able to 
with positive retainer spring give the metallurgist a “prescription” for the 
e Telescopic construction metals he wants, and the latter will simply 
allows additional capacity create them for his use. 254 WEST 54th STREET, N.Y.C 
See your nearest dealer or write A most interesting segment of the film is a ae COlembye 2 
direct to manufacturer for catalog. laboratory demonstration of “free radicals’— 
molecules that split off of the original mass 
WM, SCHUESSLER and then try to recombine with other atoms. SALESMEN GET IN 
361 W. SUPERIOR ST. This is a relatively new phenomenon and in STORY GETS TOLD. 
CHICAGO ‘10, ILLINOIS their studies of it lab men use liquid helium and 


other refrigerants that bring their subject 
down to minus 452 degrees, approaching ab- 
solute zero. These studies may lead to the 
Seam development of more efficient motor fuels. 

FOR SALE W A LL CA M E R AS Since all research soaks to the future, what 

wales Gaaienes seune Guwne of the car of tomorrow? Equation for Progress 
pictures a laboratory model that has no steer- 
ing wheel—because it has no wheels, and rides 








Includes: Modulite Galvenometer, Amplifiers, 


. * Theater Quality 
2 Magazines, 4 Lenses—35mm Variable Area 











on a cushion of air. Dr. Kucher’s closing Maar Sound 
ie aera ae 4 ° rojector 
SPECIAL PRICE: $2,500.00 words have soecial meaning: ° Film Safety Trips 
' ' “ “sae : 
The research scientist works in the pres- * Easiest to Use 
> + - ink » £ . *® Lowest in Cost 
ALSO: OTHER 35mm WALL CAMERA ent, but he is re illy our link to the future. © Lightest in Weight 
(Without Sound) It is on the stepping stones of his knowledge * 50,000 Users 
Complete with 12 volt motor, 4 lenses and 2 that we make our progress. Can't Go Wrong 
“ . . . * Lifetime Guarantee 
magazines. The future is not an accidental thing over Vems Sel ‘. Pal 
. ° our saiesmen §$ 
PRICED AT $1 900 00 which we have no control—the future is what Your customer enleys © 
’ we make it. And if we look over the shoulder theater presentation on 
‘ ; » I ‘ ' — on Re his desk. Sets up easily 
CAMERA EQUIPMENT CO., INC. of the man in the laboratory today, we can get" “in three minutes or 
315 West 43rd St. New York 36, N. Y. a glimpse of tomorrow. less. You're in with your 
“TI believe we are living in a period of time story — You're out 


; sts See ith @ sale. 
which will be proclaimed by the historians of ree tcp 


the future as ‘the golden years of research 





Ideal for large 








BOUND VOLUMES OF and engineering progress.’ ” ae Spat 
BUSINESS SCREEN MAGAZINE Besides being available to general audience 
vy A few remaining bound volumes of com- groups, Equation for Progress also is being Conptete wit 
plete years, 1956, 1955, etc. are available aimed at college and university audiences. screen .... $349.50 
at cost of $7.50 each. Sturdy fabricord Arrangements for screenings may be made _—_______ se 
binding, gold end-stamped. Order today. through any of the Ford Film Libraries, lo- 4 Write for Free Cateles By 
READER SERVICE BUREAU cated at 16 East 52nd Street, New York 22; 1 , 
BUSINESS SCREEN MAGAZINES, INC. The American Road, Dearborn, Michigan; and | THE H A RWAL D CO. : 
7064 Sheridan Road * Chicago 26, Ill. ond Telegraph Avenue, Oakland 9, se 1268 rag Ce Mt. ! 
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A Study of the Sponsored Film Medium and— 


THE TEEN-AGE MARKET 


f ‘ne TeEEN-AGE Market, made 
up of America’s young people 
between the ages of 13 through 19, 
is One market constantly in need 
of practically all consumer goods 
and services . . . including guid- 
ance... and a field of potentially 
rich reward for business film spon- 
sors, in terms of both present and 
future. 

Pertinent facts on the size and 
purchasing power of the teen-age 
market, and how it may be 
reached effectively with business 
films, have been compiled by Mod- 
ern Talking Picture Service into 
a 16-page illustrated report, is- 
sued in conjunction with Amer- 
ican Education Week, November 
9-15. 


9 of 10 Schools Use Films 


Purpose of the Week is to inter- 
pret the history, ideals, achieve- 
ments, problems and needs of the 
schools, and to arouse a greater 
citizen interest in their well-being 
and improvement. Modern pre- 
pared its report to create an aware- 
ness on the part of business lead- 
ers that their company’s films are 
used as part of the curriculum in 
nine out of 10 schools. 

The report points out that there 
are four reasons why Industry is 
particularly interested in teen- 
agers: |) Their own present pur- 
chasing power, which is vast; 2) 
The role they play in influencing 
family living and spending; 3) For 
their rich potential as an adult 
market; 4) Because humane, eyes- 
to-the-future business leaders want 
to see our Youth healthy, well 
educated, and able to take a use- 
ful place in society as workers, 
citizens, and family providers. 


Rapid Growth of the Market 

After holding fairly steady for 
about 30 years, the U.S. teen-age 
population is enlarging rapidly, as 
the huge crop of babies born after 
World War II begin to mature. 
This rise in teen-age population is 
significant, the report states, be- 
cause it will mean a major increase 
in the average per-capita demand 
for goods, as the high consump- 


tion teen-age group increases 


much more rapidly than the gen- 
eral U.S. population. 

Data concerning the size, pur- 
chasing power, and influence on 
family buying habits exerted by 





teen-agers are given in the tables 
in the column below. Also given 
are figures on 1958 U.S. school 
enrollment, and figures from a sur- 
vey by Modern regarding use of 
sponsored films in 23,622 U.S. 
high schools. 

The report is a compilation of 
existing data assembled by Mod- 
ern from such sources as SCHOL- 
ASTIC MAGAZINES, Student Mar- 


keting Institute, SEVENTEEN, 
Youth Research Institute, Gilbert 
Youth Research, THE AMERICAN 
GirL, THE YOUNG CATHOLIC 
MESSENGER, Boys LiFe, The Pur- 
due Opinion Panel, Audio-Visual 
Commission on Public Informa- 
tion, and Association of National 
Advertisers. 

Present and potential sponsors 
of motion pictures for the teen- 
age market will be interested in 
these comments from the report: 

“Schools welcome informative 
films from business and industry. 
Films allow all members of a 
group to share in a joint experi- 





A SUMMARY OF THE TEEN-AGE AUDIENCE 


Size (millions of 1957 1965 
persons ) 16 24 

Purchasing Power 
(billions of $) $95 $14 

Note: By 1960, the number of 
persons turning 13 will jump 
from 2.75 million to 3.8 million, 
an increase of 40%. After that, 
the teen-age population will con- 
tinue to grow at the rate of 
1,000,000 per year. 
In the 15-year period 1955- 
1970, the U.S. teen-age popula- 
tion will double, while total U.S. 
population increases only 23%. 


Number of Teen-Agers Who: 
Drive Automobiles 5.5 million 
Own Phonographs 9.0 million 
Own Fountain Pens 8.0 miilion 


Weekly Income of Teen-Agers 


\ge Grows artes tad ete 
13-14 $ 4.00 
15-17 7.00 
18-19 15.00 


Influence on Family Spending 


Percentage of teens who 


select own shoes 94% 
select own pens 80% 
select own sports 
equipment 70% 
select own radios 55% 
select own jewelry 52% 
select own vacations 38% 
Percentage of boys who 
select own shirts and 
slacks 90% 
select own shaving cream 49% 
select own razor blades 35% 
select own electric razors 26% 
Percentage of girls who 
select own blouses 94% 
select own dresses 92% 
select own lipstick 92% 
select own lingerie 89% 
select own hand lotion 71% 
select own toilet soap 56% 
select own permanents 33% 


Teen-Age Girls as Factors 
in Family Spending* 


96.9% Help mother in meal 
planning 

91.8% Help prepare family’s 
meal 

79% Shop for food by them- 
selves 

88.6% Use a shopping list 

76% Make new on-the-spot 
purchases 

94% Add own selections to 
family’s list 

67% Influence new brand 


choices 
Additional Data: 2,750,000 teen- 
age girls will marry in the next 
five years. 50% of teen-age 
girls marry before their 2\st 
birthday. 


*From a survey by SEVENTEEN Magazine. 


U.S. School Enrollment—1958* 


Grade Schools 31,793,000 

High Schools 8,800,000 

Colleges and 
Universities 3,623,000 


*Estimate by U.S. Office of Education. 


Use of Motion Pictures and Audio- 
Visual Equipment in U.S. ‘Schools 


(Data obtained by Modern Talk- 
ing Picture Service in a survey of 
23,622 U.S. high schools) 


Percentage of Schools with 


A-V Equipment 95 % 
Percentage of Schools 
Using Films 98% 


Average Number of Films 
per Year 80 
Percentage of These Which 
are Sponsored 717% 
How Films are Used in Schools: 
Classroom Teaching 
Aids 59% 
General Information 27% 
Auditorium Activities 10% 
Club Activities 4% 








ence, stimulate learners to read 
more about the subject of the 
movie, improve remembering and 
reduce failures. Factual business 
sponsored films gained added con- 
viction when shown in class, be- 
cause students tend to accept as 
fact what they are taught in 
school.” 


Schools Prefer These Subjects 

“Greatest interest areas of 
schools for business-sponsored ed- 
ucational films are in _ history, 
economics, geography, manual 
arts, trade and commerce, home 
economics, science, physical edu- 
cation.” 

“Home economics classes in 
senior high school present one of 
the best ways of reaching teen- 
age girls. Here a girl is taught to 
be a smart consumer. In 1956, 
nearly 1,700,000 girls were en- 
rolled in high school home eco- 
nomics classes.” 

“You can also attract teen- 
agers’ attention to your film by 
presenting it to them in their 
clubs and social activities.” 


Films Must Be Informative 

“Promotional films for the teen- 
age market . . . must be highly 
informative, be presented interest- 
ingly, and be free of biased infor- 
mation. As a general guide, you 
should employ the same objective 
approach you would use if you 
were preparing an article about 
your business for a popular mag- 
azine.” 

The report cites The Sun Goes 
North (Florida Citrus Commis- 
sion) and Scrub Game (Procter 
and Gamble) as typical of spon- 
sored films which have had endur- 
ing popularity with teen-agers. 
Now in its seventh year, the first 
film has been viewed by 2,295,710 
boys and girls; and Scrub Game, 
itself a teen-ager in its 13th year, 
has been shown to young audi- 
ences totaling 11,796,000. 


Good Programs for Guidance 

American Dairy Association, 
Monsanto Chemical Company and 
Bethlehem Steel Company are 
mentioned as industrials who have 
used films effectively to guide 
school audiences toward careers 
in their fields. Socony Mobil Oil 
Company is cited for its series of 
films on traffic safety for young 
people; and Gillette Safety Razor 
Company for its Fitness for Lead- 
ership to encourage participation 
in sports by teen-age boys. 

Copies of the complete 16-page 
report are available free from 
Modern Talking Picture Service, 
3 East 54th Street, New York 22. 

















MOVIELAB 





EASTMAN COLOR 


DEVELOPING 35MM (5248) COLOR NEGATIVE neue ee 
DEVELOPING 35MM (5253) AND 16MM (7253) INTERMEDIATES 

35MM ADDITIVE COLOR PRINTING 

16MM CONTACT AND REDUCTION ADDITIVE COLOR PRINTING 

INTERNEGATIVES 16MM (7270) FROM 16MM KODACHROMES 

BLOW-UPS FROM 16MM KODACHROME TO 35MM COLOR 

KODACHROME SCENE TO SCENE COLOR BALANCED PRINTING 

35MM COLOR FILM STRIP PRINTING 
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of the motion picture, 


"Rudolph the Red-Nosed Reindeer” 
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